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Featured in this issue: 
What promise does 
future hold for six 
New England states? 


Market story, page 55 


Stations find NEWS basic in building loyal audiences 




















Almost 100,000 television homes in the expanding 
Lexington 20 county area have given us a 
rousing welcome! Industry is beginning a 
billion dollar spending program and you need 
this market now! Hit em with WKXP-Television 
... the first, the favorite, the only full time 


Television Station in the booming bluegrass! 














WKXP Television 
Broadcast — Telecast Central 


177 North Upper Street 
Lexington, Ky., Telephone: 3-2727 
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One of the TOP 


News Operations 
_ of the Nation! 


Russ Van Dyke's 10 P.M. news rating 
if of 44.6 on Sunday is the highest of 
all* shows in the Des Moines market— 
L network or local. Sunday thru Friday 
Rating Average: 40.6 

*Tied with Ed Sullivan for Ist. 


That's one of the TOP RATINGS in the 
NATION for evening news in multi- 
station markets. 
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553 ALL OTHER NEWS, SPORTS AND LOCAL 
SHOWS PULL THE OUTSTANDING RATINGS, TOO! 


THE LEADING NEWS - SPORTS - ENTERTAINMENT - 
PUBLIC SERVICE STATION IN DES MOINES! 


,ARNTLY 


Full Power Channel 8 in lowa 
A COWLES OPERATION 
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NEWSFILM... 
FOR ALL THE NEWS 


Headline news or human interest - if it’s news, 
NEWSFILM’s ever-alert cameramen throughout 
the world get the story on film every day. 


That means your station, whether it’s a big 
operation or relatively small, can provide 
big-league news coverage. For NEWSFILM, the 
only syndicated news produced exclusively for 
television stations, is available to all stations, 
regardless of their size or affiliation. 





A product of CBS News, NEWSFILM is coverage 
in depth: 12 minutes a day of well-rounded 
world news, expertly edited for home viewing 
and air-rushed to you from four processing 
points, complete with scripts for local use. 


The result is scores of enthusiastic NEWSFILM 
subscribers round the globe. Like television 
station WSEE, Erie, whose general manager,Cecil 
M. Sansbury, reports: ‘“‘Response to our use 

of NEWSFILM has been remarkable. Close to 
800 unsolicited letters and phone calls from 
viewers poured in during the first three weeks 
congratulating us on our greatly-improved 
news coverage, saluting its ‘amazing timeliness’ 
and its ‘big-league approach! And since then, 
we’ve been receiving as many as 25 calls daily 
commenting on what one viewer terms ‘the 

first network-calibre newscast seen locally!’’’ 


NEWSFILM, your most complete news coverage, 
is available through the nearest office of... 


CBS Television Film Sales, Inc. 


“...THE BEST FILM PROGRAMS FOR ALL STATIONS” © 


In New York, Chicago, Los Angeles, St. Louis, 
San Francisco, Boston, Detroit, Dallas, Atlanta. 
And in Canada, S. W. Caldwell, Ltd., Toronto. 











WOMEN 


..have the BUYING POWER 
and the INFLUENCE! 


... and in SHREVEPORT, women 
watch Channel 3, KTBS-TV 





‘ Publisher 
Weekdays, Monday thru Friday... S. J. Paul 
(according to these rated quarter-hours | Editor 
from the new Nov. 1957 ARB Survey) Art King 
TT TIIIIIIIIIIIiiiiiiiiiiiiiiiitiiiiititiiiiiiiitiiitii tt) Film Editor 


David Yellin 








Breakfast finished . . . and the kids | Recadiote Editors 
——~—, Gee py . thena | Daniel Richman 
—_— ss : ft : g Bill Greeley 
am : morning of waa viewing... Washington Correspondent 
10:15 5 0 David Stewart 
10:30 5 0 
10:45 5 0 C 3 . 
met 5 0 —and hannel Eastern Sales Manager 
1:45 3 2 * Don Kuyk 
** tie 44 5 WINS 44 to 5 Advertising Representative 
Al Parenty 


SSCSHSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSCSSSOSSECSE 
Production Director 


Lunch dishes done and they Fred Lounsbury 


Chan. 3 Sta. B 





watch all afternoon, ‘til . me Advertising, Sales Service 
ee! , "1:30 2 2 Lee Sheridan 
it's time to start dinner . . . - ee ie! Circulation Director 
eas : : H. C. Gainer 
2:45 5 0 Reader's’ Service Dept. 
3:00 5 0 ; : 
—and Channel 3s eke Reese 
3:45 5 4 Business Office 
WINS 61 t 7 rea G. S. Smith 
0 **ltie 61 7 Chicago Office 


333 North Michigan 


SSCSSOSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSESESE Tel: FRanklin 2-7100 


While Mom cooks dinner, the kids 
choose their own programs . . 


West Coast Representatives 
Duncan A. Scott & Company 
San Francisco: Mills Building 
a) 


, Garfield 1-7950 
ian Om. 2 e —and Channel 3 f ( . 4 fe) K | Los hier 1901 West 8th Street 
5:00-5::0 6 4 TO ay’ 
‘+ WINS 16to4 (\<% 


| Dunkirk 8-4151 
SOCSCCSSHSSCESSSSSSSSSESOSSESESESESESSESESESEESEEEEEEE0008 Member of Business Publications 
*NOV. 1957 ARB Metro Shreveport Survey Audit of Circulations, Inc. 
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23 REPORTING THE NEWS 
Constantly improving techniques are 
building bigger audiences for video 
news programming on local stations 


37 NEWS DIRECTORS 
1958 complete listing of executives 
handling the news departments of the 
commercial tv stations in the nation 


38 CANDY AND CONFECTIONERY STORES 


Candy manufacturers are pushing their 
total sales to new levels through the 
medium of astute advertising on video 


55 CHANGING TELEVISION MARKETS 
The third in a continuing series of 


market studies: 
The New England states 
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The way it happened The lighter side 
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Draw your own 


conclusions 


As television’s biggest season 
gains momentum, clearly-drawn 
nighttime viewing habits are 
taking shape. In New York, they 
follow a familiar pattern. 


The WCBS-TV average nighttime 
audience is 44% greater than 
the next-best network station’s 
—209% greater than the third! 


WCBS-TV’s nighttime audience 
growth over a year ago is more 
than double any other station’s! 


WCBS-TV delivers the biggest 
audience more than 75% of the 
time (Sunday through Saturday, 
7:30 to 11:00 pm)! 


And WCBS-TV’s early and late 
evening local programs are 
matching network originations 
in commanding notably larger 
audiences this year: The Early 
Show, up 30% ; The Late News, 

up 45% ; The Late Show, up 47% ! 


Where can you get the biggest 


dollar return on your advertising 


investment in New York? Draw 
your own conclusions... 


CBS Owned WCBS -TV 


Channel 2 in New York 


Represented by CBS Television Spot Sales 




















Ps 
of. 33 @ 
8 af L 29 
-@ ° 
f e | 
i aa 
j ‘e : | 30¢@ 
thoes 
{ ra) 
5 26@ f 32 
‘ ; de 
é ‘ ; eS e 
Lf 31 
2 
¥. 
; 
\ 
‘ 
. 3 
% > 
XN 
, ‘ 
* . 
*, 
“Tes 
ihiiend | 
‘a 510 i 
* @ 
. 
; 
=) 
q ¥ 
16 / ™ 
t 17 , 9 ; } ‘* 
f : G11 
' t 
{ ; , 
{ ® 
? 23 
i J 
j 
° j 
: 
4 15@ yl 
\. 
; "a ‘ j 
Qis j } 
\ ' PF 
$ tee + 
: 9 2 a 
\ - 
\ 
\ 19 : ' 
: j 
ia 20 » 91 
i 
é 
5 a =~}d 


Source: Telepulse, November 19! 
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KETV is doing this... 








Proof that KETV, Omaha, delivers high audience at low cost. 
In many select periods, both day and night, you can buy 
time on KETV that will give the lowest cost per thousand of 
any Omaha Station. See your H-R man while choice times are 
still available... 
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.--In Omaha! 


. in quarter hours when all 3 Omaha Stations compete! 


se ae 112-1/3 
ee re 92-5/6 
I is oy cas 90-5/6 


- in quarter hours 6:30 - 9:30 PM, Monday thru Friday! 


| ae cae 25 and Tie for 1 
SUTIN A © me ccd cis enh 21 
SUS re oa tee 13 and Tie for 1 


59 and Tie for 1 
. in daytime share of audience (1:00-6:00 PM) Monday thru Friday! 


| 9 eee 38.9 | 
Ue a sk SV skes 33.4 
8 Sr ne 32.1 


O: 


OMAHA WORLD-HERALD STATION 
Eugene S. Thomas, Gen. Mgr. 











WHAT'S AHEAD BEHIND THE SCENES Tel e-SC ope 


Toppers Among New Shows 

If viewers had the choice, here are five new shows that 
would see the green of spring: The Thin Man, Gisele Mc- 
Kenzie, Leave It to Beaver, Walter Winchell File, Maverick 
and the George Gobel-Eddie Fisher split. The Pulse Inc. 
has surveyed New York-audience reaction to 40 fall entries. 
The above five are tops. Details of this special study for 
TV AGE will appear next issue. 


Wilson to Spend Million 


Wilson & Co. will duplicate its 1957 $1-million television 
expenditure for the coming year. But instead of sponsoring 
one film in its 24 markets it will use nine different syn- 
dicated film shows. The meat-packing firm has been spon- 
soring only MCA TV’s Dr. Hudson’s Secret Journal for the 
past three years. In 1958 Wilson will telecast this show 
with eight others, including Official Films Decoy, Ziv’s 
Highway Patrol, NTA’s Sheriff of Cochise, NBC’s Badge 
714, CBS Television’s San Francisco Beat and MCA TYV’s 
State Trooper. United States Advertising Corp., Chicago, 
handles the account. 


Double-Barrelled Tv 


The United Steel Workers are using television on two 
fronts: as a public-relations device and to stimulate mem- 
bership activity. The union is spotting a 15-minute film 
which is reported to be running in 29 markets throughout 
the country. Robert Wiltman Co., Pittsburgh, is the agency; 
William A. Daley is the account executive. 


Dan River Campaign 

Dan River Mills, Inc., through Grey Advertising, Inc., 
New York, will be running another concentrated print and 
broadcast campaign this spring. Indications are that the 
company will use the same tv markets as it did last spring. 
The 1957 schedules ran on waBa-Tv Atlanta, WNAC-TV 
Boston, wBTv Charlotte, wBBM-TV Chicago, wJw-Tv Cleve- 
land, wraa-Tv Dallas, KABC-Tv, KNXT Los Angeles, worR-Tv, 
wrca-Tv New York, wcau-tTv Philadelphia, Ksp-Tv St. Louis 
and six stations on CBS Television Pacific Panorama net- 
work. The upcoming campaign should run from four 
weeks in some markets to six in others and frequencies 
will vary from three to 10 per week. Joan Rutman is the 
timebuyer. 


Tv Watching Up Again 

The average television home spent five hours and 27 
minutes watching television each day during October, 
according to Nielsen data just released by the Television 


Bureau of Advertising. This was an increase of 23 minutes 
over the average time spent during the same month a 
year ago. Bureau reports show that seven out of 10 months 
in 1957 have hit all-time highs for time spent viewing 
per day. 


Insecticide Schedule 

Dro, Inc., manufacturer of insecticides, will start spot 
schedules in New York on Jan. 6 for Dro, Vam and +49. 
There is a possibility of further activity in New England 
markets. Kenneth Rader Co., New York, is the agency. 


Parliament Schedules Extended 


Philip Morris, Inc., has extended the Parliament sched- 
ules it began last fall (see Spot Report Oct. 21), so that the 
product now has national coverage. The placements are 
nighttime minutes and ID’s. Benton & Bowles, Inc., New 
York, is the agency, David Lambert the timebuyer. 


Guild Assets 


Guild Films annual report, expected shortly, will show 
assets of approximately $15 million for the company, 
according to information from sources considered reliable. 
Listed on the American Exchange, Guild Films stock was 
selling at 25, on Dec. 19. 


A.A.P. Revamping 

Now that United Artists Corp., through its subsidiary, 
Gotham Television Film Corp., has bought 700,000 shares 
of the capital stock of Associated Artists Productions 
Corp., look for a revamped board of directors of A.A.P. 
It is understood that the three A.A.P. men who sold out to 
United Artists and subsequently resigned from the board— 
Messrs. Chesler, Goldhar and Schwebel—will be replaced 
on the board by three top UA men. The names mentioned 
are Robert Benjamin, UA board chairman; Arthur Krim, 
UA president, and Herbert L. Golden, newly-elected presi- 
dent of UA-TV. 


Network-Film Producer Merger 

While Hollywood film producers are privately admit- 
ting that it would be next to impossible to keep oper- 
ating in the black without the profits from their tv activ- 
ities, talks are under way between one of the major net- 
works and a large theatrical motion-picture producer 
looking toward the network taking over control of the 
film company. Those in the know believe that an agree- 
ment. satisfactory to all will be worked out soon after 
the first of the year. 


December 30, 1957, Television Age 


11 











RCA ANNOUNCES A 
FOR COLOR 
AND MONOCHROME 


Combines the Picture Quality of Live Presentations 
with the Storage and Rerun Benefits of Film 














Immediate Playback 


No processing involved. Rerun immediately. Use 
as often as desired. Store program material for 
use at any time. 


Sound Monitoring and Dubbing 


Sound monitor head provides simultaneous play- 
back during recording. Separate sound erase head 
permits dubbing and re-recording without disturb- 
ing picture information. 


Operating Convenience 


Special operative instructions can be recorded 
along with picture information, thanks to inde- 
pendent cue channel. A tape footage indicator 
provides precise cueing reference. Both local and 
remote controls are included. 


Built-in Erase Head 


Built-in head completely erases tape prior to 
recording. It is de-energized in playback. 


Air Lubricated Tape Guides 


New design tape guides precisely control the tape 
path. Air lubricated and virtually frictionless, they 
permit control of lateral positioning without dis- 
tortion of tape edge. 


Handles Color and Monochrome 


Records and reproduces all standard video signals, 
color or monochrome, with equal facility ... 
Available also for monochrome only. The ability 
of the RCA Video Tape Recorder to handle both 
color and monochrome program material with 
excellent results makes it a useful facility for 
television stations. 


Orders are being accepted now. You can get the whole story from 


your RCA Representative. Or write for descriptive literature. 
In Canada: RCA VICTOR Company Limited, Montreal 





Tmk(s) ® 


RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 


CAMDEN, N. J. 
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WE DOMINATE A 
4 BILLION DOLLAR MARKET 

















The “NEWS PICTURE” 


AN EARLY EVENING NEWSCAST 
THAT BLANKETS THE AREA 


DELIVERS 1000 HOMES 


$2.37 


Source; June 57 ARB @ 260 TIME RATE 





HUNTINGTON-CHARLESTON, W. VA. 


W.B.C. 


Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 


C. TOM GARTEN, C cial M re) 
Represented by The Katz Agency 














BASIC! 


... with Isabel Ziegler 
Timebuyer 
N. W. Ayer & Son, Inc. 





“The Television Age 
Spot Report 

is a tremendous service 
to the timebuyer. 

I check this information 


every issue.” 
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One of the Few 


... the Nabisco cover as well as the 


story ... has occasioned a good deal 
of comment among our people—all of 
it favorable. It seems to be the way of 
the world that few trade paper stories 
do not include some mis-quotations or 
other 


yours ranks as one of the few as far 


unfortunate matter. However, 
as Nabisco is concerned. Please let me 
extend my congratulations and _ best 
wishes as 


thanks. ... 


well as my _ personal 


Harry F. SCHROETER 
Director of Advertising 
National Biscuit Co. 


New York City 


NBA and BB Story 
On behalf of the National Basketball 


HOW BIG? | 
27.4% 


MORE 
HOMES REACHED 
DAILY... 


than by the other 
Rochester Channel. 
Nielsen’s figures tell 
our story better than 
anything we can say. 
No blue sky, you get 
the most mileage for 
your advertising dol- 
lars in the rich 13- 
county Western N.Y. 
area served by | 
WROC.-TV, on Chan- | 
nel 5. 

WROC-TV and only 
WROC-TV can guar- 
antee maximum cir- 
culation throughout 
the Rochester area’s 
307,750 television 
homes. 


Represented Notionally by Peters, Griffin, Woodward Television Sales 








Rochester's FIRST Station | 









a station 
Rochester Breadeasting Center + Rochester N.Y. + BUtier 86400 








SOURCES. Sales Management Survey 1956, Nielson No. 2 Spring 1956 





Rate Boosts 


Rate increases announced by 
the networks include: 

ABC-TV increases in evening 
hourly rates were announced for 
KDAL-TV Duluth from $450 to 
$500; KNOE-TV Monroe, La., 
from $350 to $400; wpso-Tv Or- 
lando, from $450 to $500; waBI- 
TV Bangor, Me., from $325 to 
$375; wHBF-TV Rock Island, IIl., 
from $850 to $900; and WMTW 
Mt. Washington-Poland Springs, 
Me., from $400 to $450. 

CBS-TV increases 
nounced for WHTN-TV Hunting- 
$450 to 
Wis., 


were an- 
ton-Charleston from 
$600; wkst La 
from $300 to $350. 


Crosse, 











Association and myself I want to ex- 
press our appreciation of the coverage 
you have given us (TV AGE, Dec. 2). 
The only comment I can make about 
the article is of a flattering nature. 


MAuRICE PoDOLOFF 
National Basketball Association 


New York City 


Tv Helps Hockey Too 

Enjoyed your most interesting article 
“Cager Gate Growing” in the Dec. 2, 
1957, issue. College and pro basketball 
may be growing, thanks to television, 
however, the game of hockey has made 
even greater strides thanks to the CBS- 
TV Saturday afternoon telecasts. In 
fact the ice sport was accorded ratings 
far superior to pro basketball last win- 
ter. Therefore the CBS hockey network 
has been greatly expanded for the pres- 
ent National Hockey League campaign. 

Besides attendance is on the upsurge. 
SANFORD ZWICKLER 
Blair-Tv 


Note: Mr. Zwickler is entirely correct. Not 
only is hockey game attendance up but the 
ratings for hockey games have been con- 
sistently high. 


Translator Cost 

Bee eo: On page 49 (Tv AcE, Dec. 2) 
your Washington Memo reports a re- 
grettable inaccuracy. You indicate that 
translators cost from $7,000 to $10,- 


(Continued on page 16) 











Letter from the Publisher 
Looking Ahead 


Every television station manager in the country in the past few 
weeks has been looking at his 1957 figures and is attempting to 
project his 1958 revenue picture against the background of pre- 
dictions for the general economic outlook for 1958. The past year 
has been a sporadic one for most stations, and it has been prac- 
tically impossible to draw any sweeping conclusions on a nation- 
wide basis. Some stations wound up the year ahead of 1956. 
Others grossed about the same, and still others are slightly behind 
their 1956 gross. The over-all industry gross for 1957 will be up. 

What’s ahead for 1958? An analysis of the economic reports 
by the nation’s top economists reveals considerable hedging. (Lead 
story in the January 13th issue of TELEVISION AGE will discuss 
the “Television Business Outlook.” ) 

Through the melee of predictions there are some realistic 
cheerful notes that have specific application to television. 

1. Gross national product is up. 

2. Home construction has shown a decided increase in the last 
year. Builders predict that easier credit will push the industry 
higher next year. 

3. Automotive sales are running about 10 per cent ahead, but 
it is still too early to predict what will happen with 1958 models. 

4. Manufacturers intend to continue apace marketing research 
and development of new products. (The prediction is made that 
U. S. manufacturers expect to get 10 per cent of their sales in the 
next two years from products not yet on the market.) 

Capital spending for food and beverages, according to the 
National Industrial Conference Board, is up 105 per cent. This is 
the area where the bulk of tv advertising expenditures come from. 
While some of this increase can be chalked up to inflation, food and 
beverage industries are regarded as “depression-proof.” These 
industries have a natural growth in direct proportion to the nation’s 
constantly expanding population. 

In the mechanics of present day marketing, advertising—and 
especially television—has achieved the status of a science. With 
self-service, efficient advertising and pre-sell become as important 
as the manufacturing process itself. Therefore the manufacturer 
must use advertising to maintain and strengthen his position in a 
competitive market. Television becomes one of the most important 
ingredients in maintaining and in expanding the entire economy. 
As one manufacturer put it bluntly, “During the next year we 
intend to advertise and advertise and sell and sell. We are going 
to meet last year’s figures even if we have to take it out of someone 
else’s hide.” 

Many businessmen admit that their companies have become 
sluggish during the past two years and that the battle for markets 
dictates more aggressive competition. In this situation, television 
will play an important part. 

Similarly, many stations have enjoyed phenomenal prosperity 
without too much effort on their part. These stations are in for a 
rude awakening. The more aggressive station operator will seize the 
opportunity that presents itself during 1958, while his less aggres- 
sive competitor wrings his hands and pushes the panic button. The 
new year presents television its greatest challenge and opportunity. 


Ly. faut 





Cordially, 





TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


ADVENTURE 






“— 


_s 


ee, —_ 


ge 
3 


Now—in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 





Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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(Continued from page 14) 


| Letters 





000. Let me assure you that this is a 
gross exaggeration. 

We have installed our Claremont 
place with a total cost of approximate- 
ly 50 per cent of the range you indi- 
cate. We know of no reason why this 
should be any different any other place. 
We carry Claremont on our books as 
costing $4,200, of which slightly over 


* 
Ratings up @ 
ee 
$2,800 is for the transmitter and the 


Sth time ¥ 
wl balance is in a small building, tower, 
> antenna and installation of power lines, 
on Ch.5@ « 


It is very difficult to overcome the 
in Mobile 


>>» 


countless word-of-mouth misconcep- 


tions which are bandied about con- 


cerning costs and results in the uhf 
band. Please don’t add to the confu- 
sion by letting this error go uncor- 
rected. 


Only ONE is atop the 


Continental Divide 


> 
ee 
as 
> 
> 
> 


WituiaM L. Putnam 
President 

WwLp Springfield, 
WRLP Greenfield, Mass. 


Serving both the Atlantic and 
Pacific Sides of America 


KXLF - TV4 
Butte 


Montana 





| Note: We defer to Mr. Putnam’s experience. East—The Walker Co 
| The figure used in the Washington Memo West 

in question came from a Washington en- 
gineering source and was considered reliable. 
The fact that it was high will be good news — ——— — 
to others interested in a similar installation. 


With Nielsen and A.R.B. already 
showing WKRG-TV leading by a 
country-mile in Mobile, the new 
TELEPULSE (Sept. '57) shows Chan- 
nel 5 out in front even more. 


WKRG-TV Leads, 
372 to 89 


TELEPULSE (Sept. °57) reports 
WKRG-TV leading Station X in 372 
quarter hours to 89 (one tie). 
WKRG-TV has 15 of “Top 15 


-Pacific Northwest Broadcasters 








Co-op List 


... you were kind enough to send 
us a TELEVISION AGE reprint covering | 
| tv co-op advertisers in the United | 
States. First, may I congratulate you | " 





Gnée-a.Week-Shows” .._ 7 ent for compiling such a much needed | 
4 10 “Top Ten Multi-Weekly | manual. .. and I assure you that we 
ows”. 


... with Frank Coulter 
Sunday through Saturday (6 P.M. 
to Midnight) WKRG-TV leads in 
155 quarter hours to 12 for Station 
X. Monday through Friday (7 A.M. 


| will put it to good use here. Second, in- 


{ My . . . 
| Continued on page 18) Associate Media Director 
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to 6 P.M.) WKRG-TV leads in 165 
quarter hours to 55 for Station X. 
WKRG’s Saturday daytime lead is 
4-to-1. WKRG-TV’s Sunday day- 
time lead is 5-to-1. 

How else can we say any time is 
better time on WKRG-TV! For 
availabilities, call your Avery- 
Knodel office or C. P. Persons, Jr., 
Vice-President and General Mana- 


‘lopeee ODDODOODODDD DD 








ger. 4 é 
work with the Boston station, 
SNeeidtion Fealtin CS TRS Miss Cannam was with wow- 
WKRG-TV 1,258* 336" $1,467** $1,060°* 


Station “*X"" 1,087* 290* 1,316** 954** 
WKRG-TV Bonus 161° 46* $ 151** $ 106** 
* In the thousands ** In the millions 
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Cannam Agency 


A former account executive of 
wvpa Boston, Luella Cannam has 
opened her own agency in that 
city. The Cannam Co. is located 
at 900 Statler Bldg. Before her | 


AM-TV Omaha as an account exec- 
utive. 

She is a director of the New 
England Chapter, American Wo- 
men in Radio & Television, and 
a member of the Radio & Tele- 
vision Executives Society, New 


York. : 
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Young & Rubicam, Inc. 





“Television Age 
is a magazine that I can 
enjoy while it gives me 


the basic information.” 














Business barometer 





Network television billings gained in September at just about the same rate they 
had climbed in August. 





The copyrighted TELEVISION AGE Business Barometer survey indicates that network 
billings were up 1.6 per cent in September over those in August, which, 
in turn had been up 1.7 per cent over those in July. 





This pattern was somewhat similar but more encouraging to that set in 1956, when 
September network billings were off slightly. 





A glance at the chart shows that for the first time in the four-year history of 
the Business Barometer network billings were in the same vicinity as 
they were a year earlier. 





All Business Barometer 
trends are based 
on October, 1953, 
a date which was 
arbitrarily set as 








NETWORK BUSINESS 
Sept. Oct. Nev. Dec. Jan.57 Feb. Mar. April May June July Aus 














the beginning 1956-57 105 
point for this 100 
comparison of all 95 
billings—network, 90 
local and spot. ——o 85 
As the chart in- 80 
dicates, since 75 
February the line + 70 
for 1957 and that 65 
for last year + 60 
have been coming ae $5 
closer and closer 50 
to each other. Ps 
In August these two lines + 3S 
crossed for the 30 
first time. The 25 
1957 indicator 20 
dropped below the + 15 
line which indi- + 10 


cates 1956 bill- 
ings. In September 
the 1957 line has 
recrossed the '56 
indicator, and the two are still within less than one point of each 
other. 
As pointed out this has never happened before in the four-year record of the 
Business Barometer, either for network billings or for spot or local. 





This fact would seem to indicate, as has been pointed out repeatedly, that 
network billings especially are levelling off—their ups and downs 
following a similar pattern from month to month, but the totals from 
year to year remaining fairly constant. 





Whether or not there will be other big gains in network billings volume, as 
there have been in the past, remains to be seen. It is entirely possible 
that such gains will be recorded. But for the present, at least, network 
billings would seem to have a more or less fixed orbit. 





The Business Barometer report is based on reports made by stations of every 
size in all parts of the country. 





Questionnaires are sent to the stations by TELEVISION AGE and are returned to 
Dun & Bradstreet. That firm prepares percentages for network, spot and 
local from the station reports. 





The editors of TV AGE use these percentages to prepare the Business Barometer 
analysis. 
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Letters 


(Continued from page 16) 


asmuch as we are opening a new tele- 

vision station in Chattanooga, Tenn., 

(Channel 9) I would appreciate your 
sending me five extra reprints. . . . 

Joe WINnpsor 

National Sales Manager 

wtvM Columbus, Ga. 

Note: Reprints of the Tv AcE listing of co-op 


advertisers are available on request to Read- 
er’s Service. 


Source Books 

A copy of Source Book of Tv Success 
Stories, Volume Two, has come across 
my desk recently. I think it’s the great- 
est. Is this a continuing series? If not, 
how many issues are there? Are they 
available to subscribers to TELEVISION 
AGE only? What is the cost? Are re- 

prints of single stories available? 
DorotTHy STECKELBERG NEVILLE 
Copywriter 
Dallas, Texas 
Note: There are two Source Books now 
available at $2, for Volume I, $3, for Vol- 
ume II. One Source Book is free with each 
$7 subscription. Reprints of individual Suc- 
cess Stories may be obtained from Reader's 
Service at 25¢ each, 20¢ in lots of 10 or 


more. Source Book, Vol. Ill, will be pub- 
lished in mid-1958. 


Wurster Named 


John E. Pearson Co., national 
station representatives, has named 
a new manager of the San Fran- 
cisco office. 

F. A. (Mike) Wurster, who has 
sales executive in the 
New York office for two years, 


been a 


will take over the west coast of- 
fice early next year. 

He replaces Martin Percival. 
who has resigned to take a job 
in New York. 

Mr. Wurster was with BBDO 
from 1946 to 1953 as assistant to 
Frank Silvernail, business man- 





ager of the agency’s time-buying 
department, and as a member of 
the media department. After that 
he was two years the manager of 
the sales service department of 
waBp-Tv New York. Before join- 
ing Pearson, he was a year with 
Kieswetter, Baker, Hagedorn & 
Smith as director of media. 











THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WSB-TV, Atlanta 


a 


Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

151 West 46th St., N.Y.C. 
JUdson 6-3675 

















BASIC! 


... with Arthur Pardoll 
Media Group Director 
Foote, Cone & Belding 





“Television Age gives 
the media executive a 
comprehensive and basic 
background of the tv 
medium so essential in 
media recommendations 


and evaluations.” 
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Instantaneous Ratings 
In the fall of 1954 a handful of 


trade reporters turned up at the 
offices of Pulse in New York for the 
first showing of an electronic wonder 
that produced instant ratings. 

The machine resembled a teletype. 
It tracked the minute-by-minute view- 
ing in a selected sample of homes 
around New York. Pulse proudly 
proclaimed that the sample could be 
“blue-printed for a 
dream.” 


statistician’s 
The rating service had in 
mind a direct line to 400 homes. 

Pulse called the proposed service 
DAX, “Data 
checked.” The pioneering experiment 
had verbal encouragement from the 
industry, Pulse said. But there were 
no takers. 

In Philadelphia Albert Sindlinger 
had experimented with a direct wire 
to homes in that area. But instant 
ratings were still a long way from a 
complete service. 


Accurately _Cross- 


The stopper, it seemed, was the ex- 
pense of a direct line to each sample 
home. 

Now, three and a half years after 
the venture by Pulse, the American 
Research Bureau premieres a service 
called Arbitron. Within the next few 
months ARB intends to have Arbitron 
wired for national service. 

On a single wire Arbitron will carry 
tuning responses from 25 sets. The 
electronic big brother was demon- 
strated for the press this month at 
ARB’s offices in New York. 

At the time Arbitron was only con- 
nected to 10 or so homes. Ultimately 
the New York sample will be 300 
homes. Installations are also under 
way in Chicago, Philadelphia, Detroit, 
Cleveland, Baltimore and Washington. 
The eventual national service will be 
a nationwide sample of about 1,200 
homes. 

The recording unit of Arbitron, 
much larger than Pulse’s DAX, prints 
the number of sets tuned to each of 
New York’s seven channels every 90 
seconds. There is a column showing 





BROWN BOLTE 


“ 


. must be objective...” 


the number of sets not tuned in and 
a column showing the date and the 
time. 

A further, and rather spectacular 
refinement, is a board with blinking 
lights that shows the number of sets 
tuned to each channel. ARB’s director 
James Seiler says the light board will 
be available to stations, agencies and 
advertisers for office use. The cost has 
not yet been set, but the director said 
the pilot board cost about $5,000 to 
build. 

Price of the service, which will in- 
clude daily printed reports, runs from 
$850 to $2,700 for New York stations. 
The price is figured from the station’s 
rate card. 

Mr. Seiler says the New York sam- 
ple of 300 sets was taken from 
“the largest and most painstakingly 
selected samples ever used in regular 
tv research.” Homes were chosen by a 
“true probability method using the 
technique of systematic selection from 
pre-listed blocks.” ARB worked closely 
with the census bureau in sample se- 
lection. Sets in the homes are rigged 
with a small box called a transponder. 

According to the director, there was 
a six per cent turn-down in the sample 
selection. Initial incentive for instal- 
lation, he said, is a set of steak knives. 

ARB plans to continue its diary 


ratings in most communities. But Arbi- 
tron would seem to offer about the 
ultimate in ratings. Mr. Seiler pointed 
out that the Allen vs. 
Maverick competition, for 


Sullivan vs. 
instance, 
can be watched as it’s going on, act 
by act. 

The only refinement left to ratings, 
perhaps, is an electric eye that will 
tattle on the viewer when he leaves 
the room during the commercial. 


Costs Not Everything 


“Cost-per-thousand is not and never 
will be the ‘be all’ and ‘end all’ of 
media purchasing and selling.” So 
stated Brown Bolté, Benton & Bowles 
executive vice president, speaking at 
the Timebuying and Selling Seminar 
of the Radio and Television 
tives Society. 

“= & 


more color advertising in print—there 


Execu- 


were, there would be no 


would be no more nighttime tele- 
vision—there would be no more spec- 
taculars—there would never be color 
tv!” Emphasizing this as an example 
of the importance of objectivity and 
creativity in media functioning, Mr 
Bolté said, that there is “not only a 
place—there is an actual need for all 
kinds of audio visual advertising. . . . 
Each has a place in the advertising 
media spectrum. Each can perform a 
highly specialized function for clients.” 

In his speech, which was titled 
“Why Clients May Seem Peculiar,” 
Mr. Bolté came to gent'e grips with 
his subject matter. A corporation, he 
explained, “is a complete entity whose 
actions and decisions are affected by 
sub-surface factors. . . . The balance 
of strength—division by division 
(within the 


does rise and fall... . ” 


corporation)—can and 


“There is a great need in our busi- 
ness for creative media thinking on 
the part of media representatives as 
well as agency buyers,” the speaker 
said. To think in these terms you must 
become informed. You must become 
objective, and when you do the client 


no longer will seem quite so peculiar.” 
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TV SHOWS PACK THE - 








JAMES W. SEILER (Left), Director of ARB and his Station Relations 
Manager, ROGER N. COOPER, review the facts supporting his statement 


“In summarizing viewing habits recorded 
in ARB diaries, we find ZIV shows fre- 
quently at the top among TV programs.” 








» WATCH ZIV’'S 
m= NEWEST 
CONTENDER 
FOR TOP 
RATINGS! 











Get a Ziv show and you’ve got what it takes 
to win top ratings. Look how Ziv shows out- 
rate all syndicated programs in city after city. 
ge ‘ 
© BALTIMORE 42 e COLUMBUS 4f2 
1. MEN OF ANNAPOLIS...........oc.. 26.3 1. HIGHWAY PATROL 2... nsosnen 29.2 
2. HIGHWAY PATROL comme 19.3 2. MEN OF ANNAPOLIS... 22.2 
PULSE, Sept. '57 PULSE, July '57 
e CLEVELAND 42 e ODESSA, TEX 
1. HIGHWAY PATROL none 25.8 DL. MAN CALLED Xoo. ssssssenese 33.5 
2. MR. DISTRICT ATTORNEY... 18.6 2. HIGHWAY PATROL ecm 33.3 
ARB, Sept, '57 3. MEN OF ANNAPOLIS......cnnmn 32.0 
4. MY FAVORITE STORY... con. 31.8 
e ¢ DETROIT #2. 5. SCIENCE FICTION THEATRE.......... 31.3 
a 1. HIGHWAY PATROL ....cscccsocen 31.9 PULSE, April °S7 
: Dx DR. CHRISTIAN .....ccoccnseennnee 23.1 “* ‘ 
ARB, Sept. '57 bad PORTLAND 42 ‘ 
1. SCIENCE FICTION THEATRE.......... 35.5 
© PHILADELPHIA 42 2. HIGHWAY PATROL ...cconcomne 28.9 
1. HIGHWAY PATROL non 18.9 PULSE, Api 'S7 
ee yl ee 14.0 
ARB, Sept. °S7 e NASHVILLE 42 q 
eens 1. HIGHWAY PATROL «cone 28.7 
© CINCINNATI 42 . Zu DR. CHRISTIAN .....osnssnennse 27.9 
1.Ronm . 24.7 PULSE, April 'S7 
2. HIGHWAY PATROL «cco 23.1 
poe e NEW YORK 42. 
1. HIGHWAY PATROL «conn 15.2 
© PITTSBURGH 42 : 2. MEN OF ANNAPOLIS.....00.0.- 10.6 
1. HIGHWAY PATROL cn 43.0 ARB, July °57 
2. DR. CHRISTIAN nese 38.6 
ai =~ @ ATLANTA 42. 
1. SCIENCE FICTION THEATRE........ 25.3 
¢ BUFFALO 42° 2. DR. CHRISTIAN 0. cconmmmne 23.0 
1. HIGHWAY PATROL... 24.5 Bq. HIGHWAY PATROL nnn 21.8 
2. MAN CALLED Xo. ccscccsccsccsesee 21.5 ARB, May 'S7 
PULSE, Sept. '57 
























BOUGHT IN OVER 100 MARKETS 
TO WIN AUDIENCES AND SALES FOR: 
© Standard Oil of e Farm Bureau Insurance 


California « Sia 


» Cott Beverages Budweiser Beer 


\\ I 
© Phillips 66 © Hope Natural Gas Co. 


R 
, Starring © Corling’s Beer © Edsel Cars 


e Household Finance Bristol-Myers 


: ; s43 ; And other important advertisers 
.. in stories of exciting action on and TV stations! 
land, sea and under the sea! 








time after time 
in city after city! 
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Reporting fie news 


Constantly improving techniques build bigger audiences for tv newscasts 


he proper presentation of news on television 

is not only a primary concern of any video 

station which regards this facet of its broadcast 

day as an essential part of the service it must 

perform for the community in which it operates, 

it is also, in the realistic words of one midwestern 
tv news director, “a distinct challenge.” 

Truly effective newscasting is indeed a chal- 
lenge to the aggressiveness and ingenuity of the 
average local tv station. Limitations in personnel 
and equipment, however understandable in a 
smaller station, must still be overcome to produce 
news programs reasonably on a par with the pol- 
ished network newscasts to which viewers have 


long been accustomed. 

The “rip-and-read” school of electronic journal- 
ism is no longer acceptable to audiences; an an- 
nounecer parked in front of an unmoving camera 
and reading from a batch of press-association 
wires has long since ceased to be a way of making 
viewer friends and influencing advertisers. 

The emphasis today must be placed on a bal- 
ance between national and world events and local 
and regional news, presented in a fluid and inter- 
esting combination of editing, writing and still and 
film photography. Wire services and network news 
shows are still important adjuncts of a local tv 
station’s daily news programming, but equal—if 
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Clete Roberts, KNxt Los Angeles. 
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Steve Cushing, wrtor-tv Washington. 


not greater—stress has to be laid on 
the station’s role as a disseminator of 
news that happens in its own baili- 
wick. 

Each year more and more stations 
come to a realization of the impor- 
tance of proper local newscasting—a 
realization that is underscored in the 
third annual nationwide survey con- 
ducted by TELEVISION AGE to deter- 
mine the current type, extent, quality 
and success of this phase of video 
station operation. 

And while implementing this real- 
ization isn’t always easy for stations 
with limited physical and financial 
resources, an ever-increasing number 
of them are finding the means to 
produce highly effectual newscasts to 
the greater satisfaction of their audi- 
ences and their sales departments. 

Among those means are three rela- 
tively new techniques which are being 


adopted by a growing number of local 
stations—the 
last-minute 


beeper telephone for 
audio coverage, rear- 
screen projection for greater visual 
effectiveness of a newscast and the 
use of the Polaroid Land camera with 
its instantaneous-print advantages. 

Stations are also becoming more 
aware of the benefits that accrue to 
frequent daily news periods. In this 
taut, news-conscious era, the desire 
for information builds a_ loyalty 
among people toward that medium 
which best satisfies that desire; need- 
less to say, public loyalty toward a 
local television station translates it- 
self into higher ratings and, in turn, 
increased advertising revenue for the 
station astute enough to cultivate that 
loyalty. 

The manner in which stations 
around the country are recognizing 
newscasts as a basic in building audi- 
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Newscasters for KTNT-tv Tacoma. 





Stuart Batt, KrMB-tv San Diego. 


ences and business may vary in ap- 
proach and execution, depending 
upon the size and facilities of the 
particular situation, but the inclina- 
tion to improve and perfect local 
news shows is as strong as it is wide- 
spread. 

Following, in alphabetical order 
according to city, are the ways in 
which different tv outlets in different 
markets are handling their local news 
programming today: 

KRBC-TV Abilene carries 22 regu- 
larly scheduled newscasts per week, 
divided into two shows called Channel 
Nine News and Texas News and total- 
ing three hours over the seven-day 
span. For the filmed portions of the 
6 p.m. and 10 p.m. programs photog- 
rapher Jimmy McDonald uses a 16mm 
Bell & Howell, a Speed Graphic and 
a Polaroid Land camera, along with 


Tri-X 16mm film. 














The station’s news department is 
headed by news director Frank Wood- 
ruff, who handles the newscasts to- 
gether with Dub Bowlus and operates 
under the motto of “get it first but 
first get it right.” And, in common 
with so many other tv _ stations 
throughout the country, KRBC-TV tries 
to make its news department a public 
service as well as a disseminator of 
news events. 

“One of the many services per- 
formed by Channel Nine News during 
1957,” says news director Woodruff, 
“was what you might call a weather 
watch. During the storm season (oh, 
yes, we had our share of tornadoes) 
James Hallmark, our weatherman, 
and I spent many long night hours 
keeping the public informed on 
weather conditions and the location of 
possible funnel clouds.” 

KoB-Tv Albuquerque was purchased 
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Bill Gill, KCMC-TV Texarkana, 


some months back by KSTP, Inc., 
Minneapolis, which runs one of the 
most aggressive tv news operations in 
the field. “And we have patterned our 
operation after theirs,” says W. F. 
Tucker, KoB-Tv’s photo-news director. 
“At the present time we have the only 
local newsfilm operation in town. We 
program a 15-minute show called 
News-In-Sight seven nights a week at 
10 p.m., followed five nights weekly 
by a 10-minute sports show and a 
five-minute weather spot.” 
News-In-Sight and the sports pro- 
gram use the format of man-on- 
camera, local newsfilm and United 
Press facsimile pictures. Film cover- 
age on the two shows averages eight 
films daily, supplied by Bolex and 
Bell & Howell 16mm hand cameras 
and several portable Auricon sound 
cameras using du Pont 930 and 931 
only, and processed by a Houston 


in - 


Gabe Pressman and friend, wrca-tv New York. 





Minshall (1.) and Crouse, wuas-tv Louisville. 








Labmaster. The staff for the station’s 
news and photo operation consists of 
four full-time people and two part- 
time employes. 

KGNC-TV Amarillo offers 19 news- 
casts a week, along with 10 one- 
minute headline shows, the latter a 
new idea instituted this year and sold 
to local advertisers before they were 
on the air one week. “We have,” says 
news director Bob Izzard, “no gim- 
mick names for our newscasts, which 
are called simply that, and, frankly, 
we don’t pick out any one program 
as the ‘showpiece’ of the day. We 
try to make each one the best.” 

The station has a 12:15 p.m. news 
spot Monday through Friday and a 6 
and 10:30 p.m. 
nights a week, making for a total air 
time of 3 hours and 40 minutes. The 
headline shows are carried at 5:45 
p-m. and 10 p.m. 


p-m. stanza seven 












Arthur Smith, wWHTN-TV. 


John Knievel, xima-tv Yakima. 











News director Izzard puts his de- 
partment’s operation this way: “For 
the three regular news shows a day 
we do our best to tell the people what 
has happened since we were last on 
the air in the best way we can. If 
the story calls for the mobile unit, 
we use it. If it can be handled sound- 
on-film, that’s our route. Silent film 
and still pictures are used where that 
is the best way to get the story across. 
If we have to just sit down and tell 
them what’s happened, we do it that 
way. 

“Perhaps the best indication of the 
success of KGNC-TV’s news is the wait- 
ing list of sponsors for any opening 
and the soul searching of management 
in trying to keep all applicants or 
potential sponsors happy.” 

w1os-Tv Asheville, N. C., offers 22 
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Herb Robinson, Komo-tv Seattle. 


local news programs a week—WLOS- 
TV News at 8:25 a.m. and at sign-off, 
totaling 70 minutes weekly; Shell 
Noon News at 12 Monday through 
Friday, 25 minutes a week, and Shell 
Evening News at 7 p.m., 50 minutes 
spread over five days. The last-named 
program is considered by the station 
to be its most successful news show; 
handling it is Fred Brown, director 
of news and special events, who uses 
local newsfilm, Unifax telephotos and 
local still photos in presenting the 10- 
minute stanza. 

wLw-a Atlanta presents three news 
programs daily Monday through Fri- 
day and one program per day on 
Saturday and Sunday—a total of 17 
each week, spanning an aggregate 
two hours and 50 minutes. Approxi- 
mately two-thirds of each newscast 


John Facenda, wcau-tv Philadelphia. 







is devoted to local and state coverage, 
with an average of two local news- 
films per program. 

Headed by John Bent, former 
United Press picture bureau man in 
Jacksonville and Atlanta, WLW-a’s 
news department uses an Auricon 
sound-on-film camera with a Zoomar 
lens, a 16mm Bolex, a Rolleiflex and 
a Polaroid Land camera. The latter is 
the latest innovation at the station, 
as it is at a number of other tv news 
departments around the country, in- 
asmuch as the Polaroid’s ability to 
produce a print in 60 seconds can 
mean stills ready for air use within 
minutes of the actual photographing 
of the news event. 

Assignment Atlanta, 7-7:10 p.m. 
across-the-board, with emcee Bob 
Hendrickson, has consistently been 




















WLW-a’s highest-rated news show and 
is sponsored by the Gordy Tire Co., 
one of Atlanta’s largest independent 
tire dealers. This program, as well as 
Midday News, handled by Ed Capral, 
and Comex News, with Paul 
Daugherty, emanates from WLW-A’s 
Communication Exchange Center. 

w-Two Bangor’s news department 
is, in the station’s own words, “very 
young,” having started as a “full-time 
vehicle” last April. In its brief exist- 
ence, however, it has made its pres- 
ence felt to wW-TWO’s viewers through 
its complete coverage of the arrival 
in Old Town, Me., of the four people 
who traveled by canoe from Denver, 
an event which made national head- 
lines, and through a detailed report 
on what happens during the Maine 
National Guard’s two-week training 
duty. 

Ralph S. Hunt is news director; 
assisting him is a full-time cameraman 
who uses a Bell & Howell 16mm film 
camera, two Polaroids and two 35mm 
cameras, with film varying according 
to the conditions under which the 
photographer is shooting. The highest- 
rated news show at present is the 
Cities Service News, reported daily at 
5:55 p.m. by Mr. Hunt and sponsored, 
of course, by Cities Service. 


Local and National 


WBRZ Baton Rouge schedules news 
at 7:55 and 8:55 a.m. and at 6 in the 
evening. The two morning newscasts 
are titled Today in Baton Rouge and 
are used to supplement the national 
and international news included on 
the NBC-TV Today program. The 6 
p-m. stanza is a 15-minute complete 
round-up of national, international, 
local and regional events, via Tele- 
news film, wire photos and _ local 
newsfilm. 

The WBRZ news department is 
manned by a reporter and photog- 
rapher, both full time, a part-time 
news photographer and a lab assist- 
ant, all under the direction of pro- 
gram manager John Ferguson. Within 
the past year the station installed new 
equipment to speed its news-gathering 
responsibilities, and also developed 
the use of staff artists to sketch court- 
room scenes from which photog- 
raphers are barred. 

wNBF-Tv Binghamton proffers 32 


“ee 


news programs per week, and “we 


consider all of them successful,” says 
George R. Dunham, general manager 
of the Triangle Publications station, 
adding that “without question, the 
6:15 p.m. Evening News and the 11 
p-m. Eleventh Hour News have the 
largest audiences.” 

In both cases, the news is given by 
Lee Hickling of the station’s news 
department, with the Eleventh Hour 
News sponsored by Piel’s beer four 
nights a week and by Bardahl and 
local retailer Lou Rappaport 
night each. Like all the WNBF-TV news 
segments, this program contains a 
large amount of local and regional 
film shot by staff photographers and 
stringers, the latter covering an area 
with a radius of 80 miles. 

There is currently no officially ap- 
pointed head of the station’s news 
department. Responsibility for direct- 
ing it is assigned to Paul Brand, under 
the supervision of operations manager 
Russ Baker, with five full-time em- 
ployes staffing the section. Camera 
equipment includes an Auricon, a 
Kodak Cine Special, a Bolex and a 
Polaroid. 

WBZ-TV Boston has long been one 
of the most news-minded stations in 
the country, with seven hours and 30 
minutes of regularly scheduled news 
broadcasts currently being given each 
week. With 53 stringers on 24-hour 
call, including two who cover the Hub 
City every night, seven nights a week, 
it is the WBZ-TV contention that it has 
a news cameraman within half-an- 
hour’s traveling time of almost any 
potential news break in range of the 
station’s signal. 

The Tv News Reporter (11th Hour 
News), presented at 11 p.m. every 
night, is not only the highest-rated 
news segment on WBZ-TV but also, 
according to the station, the highest- 
rated tv news program in all of New 
England. wsz-Tv also points with 
pride to its 32,000 film clips and more 
than 1,600 individual slides, “the most 
complete stock catalogue of any sta- 
tion in New England, perhaps the 
nation, or even the world.” 

As in an increasing number of tv 
stations around the country, the 
beeper-telephone technique has been 
developed and used effectively to give 
WBZ-TV news reports direct from the 
scene of the event. Also adding to 
WBZ-TV’s authentic news reporting are 


one 


fully equipped mobile units and a 
helicopter service. 

Much of wsBz-Tv’s news pre-emi- 
nence is due to its news director, F. 
“Dinny” Whitmarsh, whose 25-page 
booklet titled Taking Moving Pictures 
for Television Newsreels, written spe- 
cifically for WBZ-TV camermen, is 
now being used in the journalism 
classes at three leading universities. 

wcyB-Tv Bristol, Va., carries 27 
broadcasts of local and regional news 
weekly, with approximately 100 hours 
spent in gathering and preparing the 
material for the five daily programs 
at 7:25, 7:55 and 8:25 a.m. and 6:30 
and 1] p.m., the latter two of which 
are titled, respectively, 
Today and Portfolio. 


Newsroom 


Film Technique 


Don Greene, acting news director, 
says that the station has evolved a 
better technique of film presentation 
of local news by trying to edit in the 
camera. “This has worked very well,” 
he states, “in helping to present a 
story in a short time without editing 
the film; 
write copy for film before it is ready. 
There has been some degree of suc- 
cess with this. It saves film.” 

wBuF, the NBC owned-and-operated 
uhf station in Buffalo, spans the week 


also you can sometimes 


with 10 regular news shows—Bethle- 
hem News and Sports Time, spon- 
sored by the Bethlehem Steel Co., at 
6:30 p.m., and the 11 p.m. Eleventh 
Hour News, both programs daily ex- 
cept week-ends, with the former run- 
ning a quarter-hour and the latter 10 
minutes. 

Pat Higgins, 
special events and community rela- 


manager of news, 
tions for the station, says, “On the 
Eleventh Hour News—which is gen- 
erally our best-rated show, although 
the 6:30 segment runs very close to 
it—-we use 
local newsreel and U. P. Movietone 


announcer-on-camera, 


film, still pictures and slides. We try 
on both shows to use as much visual 
material as possible, rather than keep- 
ing the camera on the announcer. 
When a story warrants, we include 
live interviews with experts to back- 
ground the event. 

“On the late-evening show we've 
taken the newscaster out from behind 
a desk and have him moving about 
the set, which we believe eliminates 
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the rather static quality found on 
most news shows. In addition, we 
open each night’s program with a sort 
of ‘teaser-—a 10-second film clip of 
the big story of the day used as the 
opening shot of the show, preceding 
the commercial opening. We think it 
stimulates interest in the show which 
follows.” 

Newscaster on WBUF’s Eleventh 
Hour News is Roger Lund, and the 
show is sponsored by Phil Amigone, 
a Buffalo Pontiac dealer. Mac Mc- 
Garry handles the 6:30 quarter-hour 
stint, which uses the same elements 
as the later show. 

wsTv Charlotte originates 10 news 
programs across-the-board, with Esso 
Reporter, the station’s most success- 
ful show, at 6:30 p.m., and Late 
News Final at 11:05 p.m. Doug 
Mayes is the Standard Oil reporter in 
this instance, with Bob Bean serving 
as alternate; Nelson Benton heads the 
WBTV news department under the 
title of news manager. 

A technique of local and regional 
news coverage which is typical of the 
average tv station’s desire to give its 
viewers the ultimate in newscasting 
is WBTV’s method of getting a com- 
plete story on the air, rather than 
merely reporting the highlights. A 
“stagger” system has been established 
whereby half of a reporting team 
stays at the scene of a major news 
’ event up to and during air time, while 
his partner gets the film and taped 
interviews back to the wstv lab for 
processing. Latest on-the-spot details 
are then relayed back by the reporter 
at the scene via beeper phone to sup- 
ply the audio portion of the story. 

WDEF-TV Chattanooga telecasts a 
total of 31 news shows a week, 10 
of them originated locally, with com- 
plete coverage of the Chattanooga 
and Tri-State area. The local shows 
are Scenicland News, 10 minutes at 
6:30 p.m. Monday through Friday, 
and News ‘Final, 15 minutes at 11 
p-m. each weekday. 

Scenicland News was created with 
the first day of telecasting on WDEF- 
Tv and is devoted entirély to local 
and regional news. News Final, now 
some two years old, covers national 
as well as local happenings. Photog- 
raphy for the programs is geared to 
Eastman film used in two Bell & 
Howells and one Auricon sound cam- 
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era and processed by the station’s 
own Filmline equipment. 

Ten local newscasts a week are also 
the schedule at wrcp-Tv Chattanooga. 
Shell Oil Co. sponsors Local News at 
6:30-6:40 p.m. Monday, Wednesday 
and Friday, with Pioneer Banks al- 
ternating on Tuesdays and Thurs- 
days; Busch’s Jewelers underwrites 
Final Edition across-the-board at 11- 
11:15 p.m. 

News director Steve Conrad, who 
also serves as newscaster, says, “We 
do not have any new techniques— 
just a steady diet of good photog- 
raphy, careful editing of film and 
narration writing that matches the 
film. No rip-and-tear methods are 
employed. Our news emphasis on the 
6:30 show is wholly local and regional, 
and we also hit local news heavily 
on the 11 p.m. shot.” 


37 Local Programs 


WBBM-TV Chicago has 37 locally 
originated news programs weekly, 
making for a total of eight hours and 
five minutes; 11 network news orig- 
inations bring the figure to 10 hours 
and 25 minutes. Handling the local 
shows is a 27-man news department 
under William G. Garry, news direc- 
tor, CBS Chicago; the past year has 
seen the formation of the WBBM-TV 
News Bureau and the assignment of 
staff men to specialized beats, such as 
business, science, medicine and other 
fields, in much the same manner as a 
as a newspaper city desk. 

Most successful newscast at the 
Windy City’s CBS outlet is Standard 
News Roundup, with Fahey Flynn 
giving the news and P. J. Hoff fore- 
casting the weather. The 10 p.m. 
Monday-Friday quarter-hour, spon- 
sored by Standard Oil of Indiana, 
had an ARB average rating for last 
October of 26.8, with a 49.4-per cent 
share-of-audience and a total of 
629,827 homes reached. 

WEws Cleveland turns six hours 
and 50 minutes a week over to the 
carrying of 31 news programs—sign- 
on-and sign-off news, each five min- 
utes; news at noon, five minutes; 
Dorothy Fuldkeim’s Highlights of the 
News, 15 minutes; Two Star Reporter, 
10 minutes, and John B. Hughes and 
the News, 15 minutes. 

The Hughes program, handled by 
the station’s news director, aided by 





news editor Jack Perkins and film 
manager George Grant, has run up an 
impressive list of “firsts” since its in- 
ception last May 1. Seen on the 11 
p-m. nightly-except-Sunday newscast 
have been the first films taken inside 
an Ohio courtroom, an interview with 
a robbery suspect, baseball pitcher 
Herb Score’s wedding, Billy Graham’s 
crusade and a job appeal for an ex- 
convict. Despite these “specials,” how- 
ever, news remains the important as- 
pect of the Hughes show, which is 
sponsored by the East Ohio Gas Co. 
and employs such facilities as mag- 
netic soundtrack for hi-fi sound recep- 
tion, U.P. portable facsimile trans- 
mitter and emergency developing 
services for fast film processing. 
Highest-rated WEWS news program 
is Miss Fuldheim’s Highlights of the 
News, aired Monday through Friday 
at 6:30 p.m. Format has Miss Fuld- 
heim giving a commentary on the 
news and an analysis of important 


happenings, along with interviews 
of outstanding celebrities and 
personalities. 


For its three hours and 45 minutes 
of local news, sports and weather 
shows each week WRBL-TV Columbus, 
Ga., employs equipment that includes 
three Bolex H-16 silent movie cam- 
eras; an Auricon single-system sound 
camera, 1,200-foot capacity, with 
kinescope shutter; a 70mm Pan-Cinor 
zoom lens; a custom-built cameracart 
for soundfilm coverage; a 4x5 Speed 
Graphic still camera, and a 35mm 
Practiflex still camera. Eastman Tri-X 
and d> Pont 931 film is processed by a 
Houston-Fearless Labmaster. 

News director Glen Broughman re- 
ports the news on both the 7 p.m. 
Evening Edition and the 11:05 p.m. 
Night Edition, the first of which is 
sponsored by Busch’s Jewelers on 
Mondays and Fridays, by the First 
National Bank of Columbus on Tues- 
days, by the Miller-Tayler shoe store 
on Wednesdays and by Kiralfy’s fash- 
ion shop on Thursdays. According to 
WRLB-TV, this show has been for four 
years the highest-rated multi-weekly 
program produced in the Columbus 
market. 

Carl Akers and the News on K1Z-TV 
Denver is, claims the station, the most 
successful program in Denver tele- 
vision, maintaining a 23.6 ARB daily 
average over the past year to outrank 











all other local programs in the area. 
Alternately sponsored by Standard 
Oil of Indiana and the Denver and 
Rio Grande Railroad, the Akers news 
segment at 10 p.m. five nights a week 
is part of a 30-minute news, weather 
and sports package with 10-minute 
portions sold individually. 

Among KLz-Tv’s 31 news telecasts 
weekly, totaling five hours and 30 
minutes of local, regional national 
and international coverage, are, in 
addition to the Akers stanza, Dead- 
line with Gene Amole, Denver free- 
lance tv news personality in a half- 
hour analysis of local news Saturdays 
at 10 p.m.; Masthead with Paul Blue, 
KLZ-TV program director, who gives 
a 15-minute insight into what made 
the news, Sundays at 10 p.m.; Sound- 
ing Board, a half-hour Sunday- 
afternoon live discussion show, with 
leading local experts providing the 
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Glen Broughman, wre.-tv Columbus. 


Ralph Renick (r.), wrv3 Miami. 


pros and cons of timely local issues, 
and Executive Report, Monday at 
5:30 p.m., now in its third year of 
bringing Denver’s mayor and Colo- 
rado’s governor live before the KLz- 
TV cameras in a 30-minute discussion 
with news director Jim Bennett. 

wHo-tv Des Moines offers four 
hours and 35 minutes of news a week, 
spread over 32 newscasts. lowa News 
is given at 7:25 and 9:25 a.m. and 
again at 6:10 p.m.; Noon News is 
aired at 12, and the Ten O'Clock 
News is the last-scheduled news 
broadcast of the day—and the station’s 
best-rated news spot. Jack Shelley, 
news manager, heads a staff of 11 
full-time employees and two part- 
timers. 

Local news at 6 and 10 p.m. is 
programmed over KDAL-TV Duluth 
for a total of six hours a week. Pro- 
gram director Earl Henton does the 






newscasting on the later show, whose 
sponsors are Arrowhead Creameries 
and the St. Louis County Federal 
Savings and Loan, while news direc- 
tor Dick Anthony handles the early- 
evening slot for the Minnesota Power 
and Light Co. 

The pull of the Anthony newscast 
was attested recently by the more 
than 2,200 responses brought by a 
single commercial wherein a give- 
away of one electric blanket at a 
drawing was promised to those who 
caught the key word 
Cards came from listeners in upper 
Michigan, Wisconsin and Minnesota, 
and continued to come in for a week 


“slumber.” 


following the commercial. 

Esso News at 7:20-7:30 Monday 
through Friday is the only local news 
program on wTvD Durham at present. 
Ernie Greup is news, program and 
sports director, with C. Scott Jarrett 


Storm disaster, werz Baton Rouge. 





Dick Anthony, Kpau-tv Duluth. 





Newsfilm inspection, KRON-TV. 


Bavage (1.) and Johnson, wMaz-tv Macon. 
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George Grim, xstp-tv Minneapolis. 


the only full-time employe in the 
news department, doubling as news 
editor and cameraman, in which latter 
capacity he uses a Bell & Howell 
silent camera, an Auricon-600 sound 
camera and du Pont 930 and 931 re- 
versible film. 

KTSM-TV El Paso carries 11 major 
news programs a week. The early- 
evening program lasts 30 minutes, 
following a quarter-hour NBC net- 
work news show on national and 
international events, and is broken 
down in this manner: a sponsored 
five-minute local and regional news- 
cast utilizing mainly stills, a 10- 
minute interview called Closeup, a 
10-minute sportscast—the major 
sportscast of the day—and a final five 
minutes, also sponsored, recapping all 
the national, international and local 


Livingston Gilbert, WAVvE-TVv. 


news. 

Says Jack Elliott, KTsM-TV promo- 
tion manager: “We believe our most 
successful news program (and the 
city’s) is our 10 p.m. Furr’s Tv News, 
sponsored by Furr Food Stores for 
more than four years now, a 10-min- 
ute newscast given by our special- 
events director, Conrey Bryson, and 
aimed at one point: giving the viewer 
an accurate, concise report of news 
locally, regionally and around the 
world. 

“Our purpose is to give the public 
the most news in the smallest amount 
of time, and this policy leads to the 
use of still pictures, a minimum of 
film and a bare minimum of lengthy 
and boring sound-on-film. We stress 
local coverage, of course, since El 
Paso is an isolated city and our people 







like local news.” 

The news schedule on WEHT-TV 
Evansville includes 10 completely 
local news shows per week—a 10- 
minute strip at 6 p.m. and the same 
at 10 p.m. The latter, sponsored by 
the Shell Oil Co., follows the station’s 
news policy that demands a minimum 
of 60 per cent devoted to local news- 
film. Ralph Smith is news director; 
his assistants are Kenneth Wallace 
and Carl Vaughn. Newsfilm super- 
visor is Charles Culley, aided by Gene 
Crowder. 

WFIE-TV Evansville, under the news 
directorship of Mac McFarlin, pre- 
sents three 10-minute news stanzas 
Monday through Friday—Noon News, 
highlighting local, state, national and 
international events, with the empha- 
sis on farm news; This Is Tri-State, 




















featuring local news, with stress on 
film news and features, aired at 6 
p-m., and 10 P.M. News, local news- 
film taken as late as 9 p.m., plus late 
state, national and international news. 

One complete news program, plus 
two news briefs each day—Saturday 
Night Roundup and Around the 
World in 60 Seconds—is the line-up 
at KFJZ-TV Fort Worth. The week-end 
show occupies the 9:45-10 slot Satur- 
day nights, emceed by news director 
Porter Randall and sponsored by the 
Texas Hospital Insurance Service Co. 

WBAP-TV Fort Worth carries 44 
locally originated news shows per 
week, for a total air time of 10 hours 
and 55 minutes. The line-up is as fol- 
lows: Sunup, 6:30-7 a.m. weekdays, 
film and man-on-camera; Southwest, 
7:25-7:30 and 8:25-8:30 a.m. week- 
days, man-on-camera only; High 
Noon News, 12-12:30 p.m. weekdays, 
film and man-on-camera; Evening 
News, 5:40-5:45 p.m. weekdays, man- 
on-camera only; Texas News, 10- 
10:15 p.m. Sunday through Saturday, 
all locally produced film; Southwest 
News, 10:25-10:35 p.m. Sunday 
through Saturday, man-on-camera 
only, and World News, 10:40-10:55 
p-m. weekdays, national and foreign 
film, plus man-on-camera. 

woop-tv Grand Rapids programs 
21 news shots weekly, with WOOD- 
land News Roundup, at 11:05-11:15 
Monday through Saturday, its most 
successful stanza. Bill Allen is the 
newscaster, and there is a three-way 
sponsorship split among the Phillips 
Oil Co., the Michigan Mutual Liabil- 
ity Insurance Co. and the Rexall 
Druggists of Western Michigan. 

Also important on woop-Tv’s news 
schedule is Standard News Roundup, 
6:05-6:20 p.m. across-the-board, 
sponsored for over five years by 
Standard Oil, which earlier this year 
increased its sponsorship of the show 
from three to five times a week. 

Esso Reporter at 6:30 p.m., The 
World Tonight at 11:05 p.m. and 
News Roundup at 2:15 p.m. constitute 
the 15 newscasts that are locally pro- 
duced at wrsc-tv Greenville, S. C. 
Norvin C. Duncan, who handles Esso 
Reporter, the station’s top-rated pro- 
gram newswise, heads the news de- 
partment, as well as serving as assist- 
ant manager and program director of 
the station. 





High Rating 
Highest-rated news show in a 
three-station market, according 
to American Research Bureau re- 
ports, is the 10 o’clock News on 
KRNT-TV Des Moines. Russell Van 
Dyke, KRNT-TV news editor is in 
charge of the show. Latest ARB 
reports give the news program a 
Sunday-through-Friday 

rating of 40.6. 


average 











wsva-Tv Harrisonburg, Va., has two 
local news originations five days each 
week—the 6:30 p.m. Local and State 
News and the 11 O’Clock Final, which 
take, says news editor Wip Robinson 
III, approximately 15 hours each week 
to prepare. On the late strip, a 15- 
minute segment, news, sports and 
weather are tied into one show, the 
opening showing all three reporters 
on their own sets and continuing with 
the cameras panning from one to the 
other, making for a “one-show feel- 
ing” and more continuity, the station 
feels, for a brief over-all coverage. 

For its 6:30 p.m. Monday-Saturday 
and 10 p.m. Sunday-Saturday WTIC- 
TV News, that Hartford, Conn., sta- 
tion emphasizes sound-on-film, but, 
says N. Thomas Easton, news director, 
“we put news first—not poor or out- 
dated film just for the sake of using 
film.” The wTic-Tv news department 
operates with nine full-time editors, 
plus a number of stringers, and uses 
Bell & Howell and Auricon sound 
cameras, du Pont 931 film and a Hills 
Filmatic high-speed film-processing 
unit. 

KPRC-TV Houston carries a total of 
45 news telecasts a week, for a total 
air time of four hours and 35 min- 
utes. Today in Houston is scheduled 
at 7:55 and again at 8:55 a.m., five 
minutes each time; World at Large, 
sponsored by the Jackson Brewing 
Co., is 10 minutes at 6 p.m., followed 


by Channel 2 Newsreel for another. 


10 minutes at 6:15, sponsored by 
Rath Packing Co. and Phillips Pe- 
troleum; Final Edition News, with 
Foley’s Department Store picking up 
the tab, is a five-minute spot at 10:30 
p-m. All three shows are Monday 
through Friday. 


Most-viewed newscast on WHTN-TV 


Huntington, W. Va., is Five Star 
Final, across-the-board at 6:25-6:45 
p-m., presented by Don Reed, Stewart 
Yarbro and Mike Blancard. Director 
of news for the station, as well a» 
special-events and public-affairs chief, 
is Arthur Smith, who heads a comple- 
ment of 10 full-time staffers. 

The wsaz-Tv Huntington, W. Va., 
news operation is sparked by report- 
ers and cameramen who covered a 
municipal election so thoroughly the 
station’s news director was threatened 
with death. In a critical council elec- 
tion in Huntington wsaz-Tv staffers 
unearthed evidence indicating irregu- 
larities which could not be proven 
legally. The election, apparently, was 
being sold. 

Parallel reports from the local 
Better Government organization and 
other interested however, 
prompted the station to give full but 
prudent news reports that were cli- 
maxed, along with a pointed editorial, 
on WSAZ-Tv’s feature newscast, The 
News Picture, then at 6 p.m. (now at 
6:30). Following the program, phone 
calls threatening the life of news 
director Nick Basso were made to him 
at the newsroom and to his wife at 
home—threats which reconfirmed the 
generalized evidence exposed by the 
news staff. 

A second air editorial by Mr. Basso 
left no doubt that neither he nor the 
station would be intimidated and 
warned honest voters that they had 
35 minutes before the polls closed to 
protect their rights. The victory went 
to the recognized candidates of the 
All Huntington Association, and the 
Basso family happily remained intact. 

At wsaz-Tv 11.4 per cent of the 
station’s weekly 120-hour program 
time is devoted to news shows, not 
including sports and weather informa- 
tion. Seven full-time newsmen- 
photographers, including the news 
director, have the responsibility of 
filling effectively that not inconsider- 
able percentage of news time. 

WFBM-Tv Indianapolis schedules 
Hoosier Edition at 6:10 p.m. and The 
Phillips 66 News at 10:30 p.m. to 
make for one hour and 55 minutes of 
news programming each week. Under 
the direction of George Morrison, the 
station’s news department this year 
redesigned its news set to include 
rear screen and mobility while on the 


citizens, 
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air, with the newscaster talking from 
a standing position, using combined 
teleprompter and direct reading from 
copy. 

WJTV Jackson, Miss., telecasts three 
news programs each weekday, at 
noon, 6 and 10:30 p.m. Busch’s News, 
Sports and Weather is the station’s 
top-rated news spot, aired at the 
early-evening time, and is handled 
for Busch’s Jewelers by Owens Alex- 
ander, Ken Parks, Lyman Hellums 
and Wilda Farber as emcee, news- 
caster, sports reporter and weather 
girl, in that order. 

In addition to its regular 12:10, 6 
and 10:30 p.m. news coverage, WLBT 
Jackson, Miss., carries special news- 
feature programs on a regular and a 
spot basis. Among these are Report 
to the People, a weekly interview 
program with news director Dick 
Sanders quizzing Mississippi’s gover- 
nor, J. P. Coleman; This Week in 
Mississippi, a review and interview 
format on alternate Sunday after- 
noons; Reporter’s Notebook, a five- 
minute analysis of news developments 
by news director Sanders, and Eyes 
on Mississippi, a five-minute commen- 
tary by New Orleans Times-Picayune 


Mississippi correspondent W. F. 
Minor. 
wFGA-Tv Jacksonville, Fla., has 


been on the air somewhat less than 
four months, but it nevertheless carries 
43 news shows per week, with the 
principal ones titled News Sweep, 
scheduled as follows: five-minute 
segments at 7:25, 7:55, 8:25 and 
8:55 a.m.; 15-minute shows at 1 and 
6:30 p.m.; a 10-minute spot at 11 
p-m., and a five-minute recap at 
sign-off. 

WJAC-TV Johnstown, Pa., televises 
a total of 34 news programs a week, 
not including 11 weather segments— 
District News, 7:25, 7:55, 8:25 and 
8:55 a.m.; The Sports Page, 6-6:10 
p-m.; DuBois World News, 6:15-6:30 
p-m., and 11th Hour News, 11-11:10 
p-m., all Monday through Friday. On 
Saturdays and Sundays a five-minute 
news summary is presented at sign- 
on and sign-off. World News is con- 
sidered the station’s most successful 
news show, with the DuBois Brewing 
Co. recently renewing its contract for 
the sixth year. 

KCMO-TV Kansas City, Mo., proffers 
38 news shots per week, adding up 
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to about 340 minutes over the seven- 
day span. According to E. K. Harten- 
bower, general manager of the station, 
its foremost-rated news show is Fal- 
staff News, the 6-6:10 p.m. stanza 
sponsored by Falstaff Brewing Co. and 
handled by newsman Harold Mack. 

WLBR-TV Lebanon, Pa., was pur- 
chased by Triangle Publications and 
returned to the air last May, operat- 
ing as an independent. It carries 
14 news programs weekly, totaling an 
hour and 55 minutes, and has been 
most successful with News of the Week 
in Review, sponsored by the Lebanon 
County Trust Co. 


Local at WIMA-TV 


wiMA-Tv Lima, Ohio, presents a 
local news show Monday through Fri- 
day at 7 p.m. called Today’s News, 
running 12 minutes and done by news 
director Don Sherwood, who utilizes 
some flips, some slides and some local 
film (“a comparatively recent and still 
expanding asset,” says Mr. Sherwood). 

Saturday nights at 11 wima-tv 
runs a five-minute local shot, and 
Sunday nights local and world news 
is used as part of a feature-film pack- 
age. The station is presently readying 
a local news documentary, half-hour 
in length, which it hopes to launch 
after the first of the year. 

Byron “By” Krasne, news director 
at KOLN-TV Lincoln, feels that “large 
market or small, the news must be 
covered—and television news in the 
smaller market offers a distinct chal- 
lenge, because in a smaller market a 
station’s news staff is generally smaller 
and has less equipment with which to 
work.” 

To meet that challenge and to 
produce 24 news programs weekly, 
not counting 12 sports shows and 18 
weather segments, KOLN-TV employs 
a newsroom staff of nine people, six 
of them full time, in addition to 
correspondents on a retainer basis in 
several key Lincolnland areas, plus a 
number of stringers. 

KNXT Los Angeles prepares and 
produces 31 news shows a week, the 
most important of them being the four 
news segments a day in Panorama Pa- 
cific (Monday through Friday, 7-9 
a.m., on the CBS-TV Pacific Network) , 
aired by Grant Holcomb; The Big 
News, 10:30 p.m. across-the-board; 
Six-O’Clock Report, ditto, and Clete 


Roberts’ Special Report, Sundays at 
4:30. 

KNXT’s news policy is what it terms 
“investigative reporting,” of which 
The Big News is a prime example— 
the only Los Angeles half-hour news 
program with a staff of four newsmen 
each presenting his own news spe- 
cialty, and a show which among other 
important awards won a 1956 Academy 
of Television Arts and Sciences 
“Emmy.” 

KRCA Los Angeles carries 31 news 
programs weekly, exclusive of network 
news and sports shows, with its most 
successful show tagged as Jack 
Latham and the News, 6:45-7 and 
11-11:15 nightly Monday through 
Friday. According to Pulse and Neil- 
sen, as relayed by John H. Thompson, 
manager of news and special events 
for the NBC Pacific Division, this 
stanza pulls an average 7 rating in the 
highly competitive seven-station Los 
Angeles market. 

The early-evening segment of the 
Latham show is sponsored by Shell 
Oil, with the 11 p.m. stint shared by 
BC Headache Remedy and the Santa 
Fe Railroad. 

James M. Caldwell, promotion man- 
ager of WAVE-TV Louisville, in speak- 
ing of his station’s news operation, 
which is headed by news director 
Rodney Ford, says: “Fundamentally, 
WAVE-TV newscasts put the emphasis 
on the news, not on whatever pictures 
or film the newsmen happened to have 
shot. Therefore, our use of newsfilm 
is limited to only those very important 
events which best lend themselves to 
film coverage. In no case do we allow 
the photo tail to wag the news dog.” 


WAVE-TV Schedule 


Three of the shows that put WAVE- 
Tv’s news theories into practice are 
the 6:05-6:15 p.m. Three Star Final, 
a complete local and regional report, 
with capsule world coverage; the 
10:30-10:35 p.m. Night Edition, a 
concise rundown on regional and 
world news, with emphasis on late 
developments, and the 12:15-12:20 
a.m. Late News, a wrap-up of the day’s 
regional and world events. 

William Small, director of news at 
wHAs-Tv Louisville, reports on his 
news operation thusly: “We televise 
about two dozen local newscasts a 


week—at noon, 6:15 and 10:30 p.m., 

















totaling six to seven hours. We use 
Bell & Howell for silent footage and 
the cinephonic (magnetic) camera for 
sound. 

“Our news shows do not have 
‘emcees’ but legitimate newsmen giv- 
ing the news (Jay Crouse and Bill 
Minshall at 6:15 and Ed Engles at 
10:30). We can report no new tech- 
niques, only our emphasis on solid 
reporting, by word and on film, as a 
backbone of all WHAs-TV newscasts.” 

wMAz-Tv Macon offers 32 news 
shows per week, covering an aggre- 
gate five hours and 10 minutes; this 
is the station’s schedule of locally 
produced newscasts, exclusive of 16 
CBS network news programs that add 
up to an additional three hours and 
10 minutes. The local line-up is: 
Almanac, at noon; Georgia News Re- 
port, at 1:20 p.m.; News at Five; 
WMAZ News Special, at 6:30 p.m.; 
llth Hour News, and News at Sign- 


Editing room, wsFa-tv Montgomery. 












Newsfilm crew, xcw-tv Portland. 


off, 12:30 a.m. 

“At the present time,” says William 
A. Gildersleeve, promotion manager 
of wMuR-TV Manchester, N. H., “we 
are performing two unique news-pro- 
gram services. We are the only station 
in the northeast that is scheduling 
capsule news shows in the afternoon 
hours. These thrice-daily Headlines 
newscasts (two minutes each at 3:58, 
5 and 5:58 p.m.) are sold on a par- 
ticipating basis. 

“Another significant move WMUR-TV 
has made in the way of news pro- 
gramming has been our newly for- 
matted The World Tonight. As a 
departure from the usual segment of 
separate news, sports and weather 
programming, we are now integrating 
all these facets of the news day into 
a half-hour show at 6:30 p.m. Mon- 
day through Friday. The format is 
fluid: if there is a news development 
of unusual significance, we can treat 








the story in depth without the usual 
confining framework of a 10- or 15- 
minute newscast. The same holds true 
in sports; if there is an involved 
major-league baseball trade, it can be 
explained in full. If a weather story 
deserves special attention, the flexible 
format can be adjusted to that situa- 
tion.” 

wtvJ Miami programs 28 local 
news shows a week over an aggregate 
four hours and 40 minutes. Its most 
successful newscast is Renick Report- 
ing (6:30-6:45 p.m. Monday through 
Friday), a show that was inaugurated 
in July 1950 to become the first tele- 
vision news program in Florida and 
one which has never been on a sus- 
taining basis; sponsored continually 
for the past seven years, Renick Re- 
porting’s current advertisers are the 
Miami Rug Co., Sun Oil Co., Canada 
Dry, Bell Bakeries and the Hector 
Supply Co. 





Wally Scott, wrex-tv. 





Newsroom at kcmMo-tv Kansas City. 


Roy Clark, wow-tv Omaha. 
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Tom Powell, woau-tv Scranton. 


NEWS! 


Handled by the station’s long-time 
news director, Ralph Renick, this pro- 
gram won the Radio-Television News 
Directors’ Association Distinguished 
Achievement Award in 1951, and in 
1952 and 1953 RTNDA accoladed 
WTVJ’s news department as “best in 
the nation”—the only station to win 
the coveted gold trophy two consecu- 
tive years. 

Says Bob. Herzog, news director of 
wxIx Milwaukee: “Perhaps our newest 
innovation in news coverage (and one 
that has added authenticity to tele- 
vision news in this market) is the 
filming of all Common Council meet- 
ings of our city government. We feel 
that this is one of the most important 
functions of television news. News- 
papers can record only the words of 
our lawmakers, but we can capture 
inflections and facial expressions. It 
gives viewers an awareness they never 


Bill Monroe (c.), wosu-tv New Orleans. 


had before of city government. . . . 

“We are the only station in Mil- 
waukee to have our own dark-room 
facilities on the station premises, and 
the film which we process there is 
used on 45 regularly scheduled news 
shows each week—three morning seg- 
ments, a noon and mid-afternoon spot, 
the 6 O’Clock Report, The Big News 
at 10:30 p.m. and the sign-off news, 
all of which amounts to about four- 
and-a-half hours a week.” 

In 1956 Kstp-tv Minneapolis-St. 
Paul entered four national television- 
news competitions and won all four 
first-place awards: two RTNDA 
awards for “best tv news story of 
1956” and “nation’s outstanding news 
operation”; the National Press Pho- 
tographers’ Association national news- 
reel contest award for “best sync- 
sound newsfilm of the year,” and a 


Sigma Delta Chi award for “distin- 












Scott Jarrett, wrvp Durham. 


guished service in television report- 
ing.” 

“This,” says KSTP-Tv’s Bill Davey, 
“is due largely to the fact that our 
station, a pioneer in tv and in tv news 
coverage, learned early that the pic- 
ture tells the story and that copy is 
written to the picture. This is a con- 
cept not fully understood, apparently, 
by many stations.” 

To produce its 38 news programs 
per week, totaling six hours and 10 
minutes, the station has a news staff, 
under news director Julian Hoshal, 
that includes 26 reporters, photog- 
raphers and writers, supported by 60 
associated correspondents and pho- 
tographers, plus a full-time pilot for 
the Kstp-Tv Helio-plane. 

KNOE-TV Monroe, La., carries 38 
locally originated news shows a week: 
Morning Market Report, 6:55 a.m.; 
Regional Round-up, 7:55 a.m. Satur- 








En 














day Morning Edition, 8:25 a.m.; Re- 
gional Round-up, 8:55 a.m.; Sunday 
Morning News Round-up, 9:55 a.m.; 
Noon Time Edition, Monday through 
Thursday; County Agents Report, 12 
noon, Fridays only; Sunday News 
Edition, 12:30 p.m.; News-Weather, 6 
p-m.; Behind the Headlines, 6:25 
p-m., Monday-Wednesday-Friday; All 
Points Bulletin, 6:25 p.m., Thursdays 
only, and Late Edition, 11 p.m., Mon- 
day through Sunday (except where 
otherwise noted, the shows are Mon- 
day through Friday). 

Eugene B. Dodson, vice president 
and station manager of wsFA-Tv Mont- 
gomery, Ala., states: “A particular 
feature of which we are proud, and 
which is unusual in this section of the 
country, is that our newscasters are 
full-time newsmen and are not per- 
mitted at any time to make commer- 
cial announcements. In other words, 
their business is news and news only. 
We feel this lends greater authenticity 
and believability.” 

Newscasts on WSFA-TV total 26 
(locally originated) a week, with 
Newsroom, 15 minutes at noon, 6 and 
10 p.m. weekdays, the top-rated 
multi-weekly show in both the metro- 
politan Montgomery market and in the 
entire WSFA-TV 35-county coverage 
area, according to the station. 

wsM-Tv Nashville schedules 16 
news shots per week, titled Coke 
News, Dateline Nashville, Esso News 
and The World This Week, and pro- 
grammed, in order, at noon, 6 and 10 
p-m. (Monday through Friday) and 
4:30 p.m. on Sunday. To prepare them, 
Bill Williams, director of news and 
special events, has a staff of seven 
full-time and one part-time employes. 

wosu-Tv New Orleans, under the 
news directorship of Bill Monroe, for- 
mer associate editor of the New 
Orleans Item, carries 51 news pro- 
grams each week, adding up to a 
six-hour-and-15-minute total. Its chief 
news segment is Your Esso Reporter 
at 6 p.m. five days a week, with Alec 
Gifford the newscaster and with a 
film emphasis that averages five local 
clips per day, along with two or three 
national clips. 

A. L. Hollander Jr., program direc- 
tor of waBc-Tv New York, says: “This 
station considers its news operation of 
high importance. We carry 10 news- 
casts a week. As the flagship station 


of the ABC Network, we of course 
program the network’s John Daly and 
the News at 7:15-7:30 p.m. across- 
the-board. The John Cameron Swayze 
news program is scheduled from 11 to 
11:10 p.m. Monday through Friday, 
and it constitutes WABC-TV’s primary 
news effort. 

“The Swayze show carries extensive 
national and local coverage; film of 
local on-the-spot news is covered by 
Martin Weldon, producer of the pro- 
gram, who also develops features for 
it to enable it to best serve the New 
York metropolitan area.” 


WRCA-TV Programs 


In discussing the multiple news 
programs on wrca-Tv New York— 
among which the ]]th Hour News, 
handled by John K. M. McCaffery and 
sponsored by the First National City 
Bank of New York Monday through 
Friday and on Sunday at 11-11:10 
p-m., is the highest-rated—Gabriel 
Pressman, manager of news for 
WRCA-AM-TV, says that the NBC flag- 
ship’s “roving reporter” concept has 
been applied to both radio and tv. 

“Basically,” he states, “our aim has 
been to use the shoe-leather approach 
of a newspaper reporter, armed with 
the latest electronic equipment for 
translating the news in television terms. 
We emphasize live, on-the-spot cover- 
age of breaking local stories, rather 
than reliance on wire copy.” 

wky-Tv Oklahoma City schedules 
25 news programs a week, and, says 
director Bob Gamble, “we simply call 
them News.” Their time schedule is 
as follows: Monday through Friday— 
7:25 and 8:25 a.m., noon, 6 and 10 
p-m.; Saturday—5:45 and 10 p.m.; 
Sunday—12:30, 5:45 and 10:15 p.m. 
The station has 15 full-time em- 
ployes in the news department and 
some 80 film correspondents through- 
out Oklahoma. 

The stress is on news at WOW-TV 
Omaha, and not on production tech- 
niques. However, says the station, it 
has found the use of rear-screen pro- 
jection to introduce a film very effec- 
tive. Its News at Six has started using 
an exclusive feature a day, i.e., cam- 
era comment, personality profile, 
special music, homemaking 
reports, etc. 

In addition to News at Six and 
among its 35 news programs weekly, 


farm, 


wow-Tv has Top of the News, Four 
Star News, Ray Clark and the News 
and Last Report to total five hours and 
five minutes during an average week. 
wTaP Parkersburg, W. Va., pres- 
ently is programming 12 regularly 
scheduled newscasts per week—The 
World Tonight, weekdays at 6:45 
p-m., Eleventh Hour News, weekdays 
at 11 p.m., Saturday Summary, 11 
p.m. and Week-end News Review, Sun- 
days at 10 p.m. Fifteen to 20 hours 
a week are devoted by the station to 
the preparation of these shows under 
the supervision of Tom Clark, who is 
chief announcer as 
department head. 
wcau-Tv Philadelphia carries 23 
local newscasts each week, with its 
most highly rated show by far being 
The Eleventh Hour News with John 
Facenda, viewed Monday through 
Saturday. Esslinger Beer, sponsor of 
the program, has “without a doubt 
the most successful 
Philadelphia,” according to news 
director Charles Shaw, with the Fa- 
cenda show “regularly seen by more 
people than see the three network 


well as news- 


news story in 


shows combined (on at that hour).” 

Says Mr. Shaw on his news opera- 
tion in general: “There has been no 
appreciable change in WCAU-TV news 
techniques during the past year. We 
don’t say that we have found all the 
answers to the problems of presenting 
television news, but we do avoid un- 
due experimentation when there is no 
reason to believe that a new technique 
would be superior to the old.” 

wrcv-Tv Philadelphia programs 36 
local newscasts a week, with its no. 1 
news show the five-times-a-week Esso 
Reporter at 11 p.m., with Taylor 
Grant as newsman (on Sunday nights 
at 11 it’s Taylor Grant and the News). 
One outstanding example of service 
performed by Mr. Grant on his pro- 
gram was his effort on behalf of the 
refugees driven out of Hungary late 
last year by the Russians. 

Mr. Grant and a camera crew flew 
to Austria while the uprising was still 
on and spent four days there, filming 
at the border and in refugee centers. 
The films were the basis for a con- 
tinuing series on WRCVv-TV which had 
as its end result the encouragement 
of families in the Quaker City area to 
open their homes to Hungarian refu- 
gees. Both newsman and station re- 
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ceived a number of awards for their 
endeavor. 

One change in wRCv-TV news tech- 
nique during the past year was the 
dropping of its newsreel operation 
in favor of covering the local scene 
with stills, although in the case of 
big news breaks the station still hires 
a film cameraman. 

KTVK Phoenix totals 19 news pro- 
grams per week, five and 10 minutes 
in length; its most successful of the 
group is the 10 p.m. Monday-through- 
Friday telecast handled by news di- 
rector Ray Thompson. To prepare it, 
Mr. Thompson and his three full- 
time assistants use camera equipment 
that includes a 16mm Bolex, a Speed 
Graphic, a 35mm Exa and a Polaroid; 
movie film used is du Pont 931 rapid- 
reversal, still film is Eastman Kodak. 

Dick Ford, who has been news di- 
rector at wpTz Plattsburgh, N. Y., for 
only a little over six months, has 
already shown good results through 
hard work and excellent on-the-air 
delivery on the two newscasts which 
he handles (at 6 and 11:05 p.m.). 
During the past month there was a 
week when at least one sponsor was 
represented on each of wptz’s 21 
news shows—the first time that had 
happened since the station started live 
telecasting in 1954. 

WGAN-TV Portland, Me., allots two 
hours and 45 minutes a week to 21 
news programs, and the approach 
taken in presenting these shows is 
cogently stated by news director 
Nunzi Casavola: “We take no credit 
for any new techniques, inasmuch as 
any other station our size, with any 
news director worth his salt, is con- 
stantly making use of expedients that 
fit a particular coverage problem. 

“As for news-show production, use 
of radical techniques is limited, inas- 
much as news, we feel, is informative 
and not necessarily entertainment. 
Along these lines, periodic changes in 
backdrop, slight changes in format 
and the use of ‘teasers’ in intros are 
employed to vary the presentation.” 

KG¢w-Tv Portland, Ore., opened Dec. 
17 a year ago, so its accomplishment 
in setting up five-and-a-half hours of 
newscasts a week, spread over five dif- 
ferent shows, in so limited a time is 
noteworthy. The programs, under the 
news directorship of Richard C. Ross, 
are: Telescope, a 15-minute segment 
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in an hour-long morning variety show 
(9-10 Monday through Friday) ; 
News Beat, half-hour each weekday, 
6:30-7 p.m.; Night Beat, 10 minutes 
each week night at 10.30-10.40; 
Viewpoint, half-hour panel discussion 
program with news analyst Tom L. 
McCall as moderator, Fridays at 7 
p.m., and World Report, international 
news report by Dr. Carlin Capper- 
Johnson, Sundays, 2-2:30 p.m. 


Roanoke Station 


wpBJ-TV Roanoke carries 31 news 
shows each week, including three news 
spots, each three-and-a-half minutes 
in length, integrated into the sta- 
tion’s Top O” the Morning 7-8 a.m. 
show. Panorama News is programmed 
for five minutes at 1 p.m., Late Edi- 
tion is a quarter-hour at 11 p.m., and 
there is a Saturday-morning five-min- 
ute news slot at 8:25. Donald F. Mur- 
ray is the WDBJ-TV news director. 

WVET-TV Rochester, N. Y., spreads 
nine local newscasts over an hour and 
35 minutes a week—City Edition, 
10 minutes at 6:30 p.m. Monday 
through Friday; News, also 10 min- 
utes at 1] p.m. across-the-board, and 
What Goes On, 15 minutes of feature 
news about Rochester at 7:15 Wednes- 


day evenings. News director Tom 
Decker is the emcee on all three 
shows. 


Eighty news stanzas are offered by 
wREX-TV Rockford, Ill, during the 
week, including four CBS network 
news programs each day. Of local 
origination are three segments of news 
daily, three of weather, two of sports, 
a sign-off news spot and a show at 
10:15 p.m. tagged On the Spot. 

The 10:45 p.m. news rundown, 
written, produced and emceed by Bob 
Clyde, news director, snares the high- 
est ratings of any news segment on 
WREX-TV, and it enjoys across-the- 
board sponsorship by Standard Oil of 
Indiana, the Johnson-Guler Appliance 
Co. of Rockford and the American Na- 
tional Bank and Trust Co., among 
others. 

KSws-Tv Roswell, N. M., carries 
Noon News at 12:30 p.m. daily, 
Furr’s News at 9 p.m. nightly: and 
Late H. F. C. News at 11 each even- 
ing, in addition to weather and sports 
programs, all under the direction of 
Norwood McLendon, who does the 


commentating on the 9 p.m. stanza, 


sponsored by Furr’s Supermarkets and 
considered the station’s highest-rated 
news spot. 

KSBW-TV Salinas, Cal., is now pro- 
gramming 17 news segments per week 
on a regularly scheduled basis. World 
News is seen across-the-board at 
11:50 a.m., Tv News Digest at 6:30-7 
each week night and Final Edition at 
11:30 every night of the week. Tv 
News Digest, the station’s most im- 
portant news period, is divided into 
six five-minute portions to provide for 
national, international, regional and 
local, weather and sports news and for 
names-in-the-news interviews. 

KSL-Tv Salt Lake City originates 11 
news periods per week, called The 
Western World Today and The West- 
ern World Tonight and scheduled at 
3 and 5 p.m. Monday through Friday 
and at 2:45 p.m. on Sunday. Rulon 
Bradley, news director, has at his dis- 
posal RCA and DuMont cameras, a 
completely equipped telephone and 
microwave relay news truck, United 
Press news service and stringers in 
surrounding cities. 

KONO-TV San Antonio programs High 
Noon News, 15 minutes across-the- 
board, and Twelve Star Final, also a 
quarter-hour but covering seven nights 
a week. The latter show is the highest- 
rated news program on the station, 
with an average 18.1 ARB. Local film 
coverage constitutes the majority of 
air time for the show, which is emceed 
by George Scharmen and Lee Petrich. 
Key Herbert is the KONO-TV news 
director. 

The 10 p.m. news segment on 
woal-Tv San Antonio is the station’s 
most successful, sponsored by the Lone 
Star Brewing Co. on Monday, Wednes- 
day and Friday, by the Farm and 
Home Savings Loan Association on 
Tuesday and Thursday and by Joske’s 
of Texas on Sunday. 

In addition to WOAI-Tv’s new staff, 
headed by Henry G. Howell, the fa- 
cilities of Associated Press, United 
Press (including Unifax wire photos) 
and International News Service (in- 
cluding its picture service) are util- 
ized for the 10 o’clock show. World 
at Large, 6-6:15 weekday evenings 
and sponsored by Jax beer, is another 
well-rated WOAI-TV news spot and is 
San Antonio’s exclusive color and 
black-and-white newscast. 


(Continued on page 44) 











United States Television Station News Directors and Editors 





ALABAMA 


Birmingham 
wast—Charles Davis 
wsrc-Tv—Jim Atkins 

Decatur 
WMsL-tv—Louis Blizzard 

Dothan 
wtvy—Daryl D. Griffin 

Florence 
WowL-tv—Nellie Bigbie 

Mobile 
waLa-tv—C,. C. Badger 
wkrc-tv—George C. Layne 

Montgomery 
wcov-Tv—Bob Underwood 
wsFa-Tv—Crawford Rice 


ARIZONA 


Phoenix 
KOOL-Tv—Paut Gribben 
KPHO-Tv—John Green 
KTVK—Ray Thompson 

Phoenix-Mesa 
KvAR—Robert Vache 

Tucson 
KcUN-TV—Shep Riblet 
KVOA—James Maize 

Yuma 
KIvA—Hayes Stewart 


ARKANSAS 


EI Dorado 
KRBB—William Bigley 

Fort Smith 
KFSA-Tv—Paschal Porta 

Little Rock 
KARK-TV—Bob Kemp 
KTHV—Bill Neel 

Pine Bluff-Little Rock 
KATV—Lewis Oberste 


CALIFORNIA 


Bakersfield 
KERO-TV—Burleigh Smith 
Chico 
KHSL-Tv—Terry Nolan 
Eureka 
KIEM-Tv—Newton L. Steward 
Fresno 
KFRE-TV—Russ Powell 
KJEO—Phil McPherson 
KMJ-TV—Dean Mell 
Los Angeles 
KaBc-TV—Pat O'Reilly 
Kcop—Baxter Ward 
KHJ-Tv—Les Mawhinney 
KNxT—Sam Zelman 
KRcA—John Thompson 
KTLA—Gilbert Martyn 
Redding 
Kvip—Bill Winters 
Sacramento 
KBET-TV—Hank Thornley 
KcRA-TV—Ed_ Jeffrey 
Salinas-Monterey 
KsBw-Tv—Claude Mann 
San Diego 
KFsp-Tv—Lionel Van Deerlin 
KFMB-Tv—Stuart A. Batt 
San Francisco 
Kco-tv—Victor P. Reed 
KRON-TV—Bill Cothran 
KSAN-Tv—Stan Harter 
San Jose 
KNTv—Walt Harris 
Santa Barbara 
KEY-T—William P. Huddy 





Stockton 
Kovr—Bel Lange 


COLORADO 


Colorado Springs 
KKTv—Paul Nesselroad 
Denver 
KBTV—Tom Carlisle 
Koa-Tv—John Henry 
KLz-Tv—Jim Bennett 
KTvr—Charles R. Howard 
Grand Junction 
KREX-TV—Doug Weikle 
Pueblo 
KcsJ-tv—Jon Giguerre 


CONNECTICUT 


Bridgeport 
wicc-tv—Bil Whalen 
Hartford 
wuct—Charles Norwood 
wtic-tv—N. Thomas Eaton 
New Haven 
wnuc-tv—W. Rockwell 
Clark 
New Britain-Hartford 
wnsc—Thomas F. Conway 
Waterbury 
WATR-TV—Robert Gillespie 


DELAWARE 


Wilmington 
wvuE—Gary Geers 


DISTRICT OF 
COLUMBIA 


Washington 
WMAL-Tv—Richard Rendell 
wre-tv—Cassius Keller 
wrop-tv—Edward F. Ryan 
wttc—Matthew Warren 


FLORIDA 


Fort Meyers 
WINK-Tv—Vernon Lundquist 
Jacksonville 
wrca-tv—Harold Baker 
wMsBr-TV—Bill Grove 
Miami 
wckt—Gene Strul 
wrest-Tv—John Holbrook 
witv—William Bayer 
wtvy—Ralph Renick 
Orlando 
wpso-Tv—Phil Brook 
Palm Beach 
wretv—Robert L. Ray 
Pensacola 
WEAR-Tv—Gene Sudduth 
Tampa-St. Petersburg 
wFLA-tv—Fred Worthington 
wtvt—Dick John 
Tallahassee 
wctv—Frank Pepper 
West Palm Beach 
WEAT-TV—Jack Poole 


GEORGIA 


Albany 
WALB-TV—Lyman Gray 

Atlanta 
WAGA-TV—Dale Clark 
wLw-a—John Bent 
wss-TV—Don Elliott 

Augusta 
wypr—Warren Hites 





wrpw-tv—John Barnes 
Columbus 

wrRBL-Tv—Glen Broughman 

wtvM—Weyman Brooks 
Macon 

wMAz-tv—Joe Andrews 
Rome 

wrom-tv—Ivan Hoge 
Savannah 

wsAv-Tv—Thomas F. 

Coffey Jr. 
wtoc-tv—Robert Noble Ill 


IDAHO 


Boise 
K1IDO-Tv—Vern Moore 
KBOI-TV—Vestal Baker 
idaho Falls 
KIp-Tv—Blaine Scott 
Twin Falls 
KLIx-Tv—John A. Maxson 


ILLINOIS 


Chicago 
wBBM-TV—William Garry 
wsks—Con O’Dea 
wnsQ—William Ray 

Decatur 
wtvp—Dale Coleman 

Peoria 
WEEK-Tv—Bob Arthur 
wMsp-tv—Charles F. 

Harrison Jr. 
wtvH—Phil Wilson 

Quincy 
wcEM-tv—Charlie Griffith 

Rockford 
wreEx-Tv—Robert Clyde 
WHBF-TV—William Ellison 

Springfield 
wics—G. B. Gordon 


INDIANA 


Bloomington 
wttv—Frank Edwards 

Elkhart 
wsjv-tv (South Bend)—Bill 

Donnella 

Evansville 
WEHT-Tv—Ralph Smith 
wFie-Tv—Mac McFarlin 
wrtvw—Bill Kepler 

Ft. Wayne 
WANE-TV—Richard Hickox 
wkjc-tv—Jack Gray 

indianapolis 
wFBM-tv—George Morrison 
WISH-Tv—Vince Leonard 
wiw-I—Gordon Graham 

Lafayette 
WFAM-TV—Wayn Jenkins 

South Bend 
WNbU-TV—Lamont 

McLoughlin 

wsBT-Tv—Robert M. Hoyt 

Terre Haute 
WTHI-TV—Howard Caldwell 


IOWA 


Ames (Des Moines) 
wol-Tv—Wally Bishop 
Cedar Rapids 
Kcrc¢-tv—John K. Williams 
wmt-tv—Chuck Worcester 
Davenport 
woc-tv—Robert Frank 
Des Moines 
KRNT-TV—Russ Van Dyke 


T wHo-tv—Jack Shelley 


Ft. Dodge 
KQTV—Bob Dean 
Mason City 
KCGLO-Ttv—Ken Kew 
Sioux City 
KT1v—Ken Wayman 
Kvtv—Charles Powell 
Waterloo 
KWWL-Tv—Tom Miller 


KANSAS 


Great Bend 
KckT—Bill Brooks 
Hutchinson 
KTVH—Joe MacConkey 
Topeka 
wisw-tv—Olaf Soward 
Wichita 
KARD-TV—Dave Wilson 


KENTUCKY 
Lexington 


WLEX-TV—Sue Fenimore 
wkxp-tv—Gordon Whiteley 
Louisville 
WAVE-Tv—Rodney Ford 
WHAS-Tv—William J. Small 


LOUISIANA 


Alexandria 
KALB-Tv—Robert Miller 
Baton Rouge 
waFs-Tv—Roland E. Day 
wsrz—John Ferguson 
KLFY-TV—Tvum Dell 
Lafayette 
Lake Charles 
KPLC-Tv—Karl von Leuwen 
Monroe 
KNOE-Tv—Mac Ward 
New Orleans 
wosu-tv—Bill Monroe 
wymr-Tv—Roy Hall 
Shreveport 
KSLA-Tv—Don Owen 
KTBs-TV—Maurie Wayne 


MAINE 


Bangor 
wasi-tv—George Gonyer 
w-Two—Ralph S. Hunt 
Portland 
wcsH-tv—Philip N. Johnson 
WcAN-Tv—Nunzi Casavola 
Presque Isle 
wacM-tv—Richard Meyer 


MARYLAND 


Baltimore 
WBAL-Tv—John F. Lewis 
wjz-tv—Keith McBee 
WMAR-TV—David V. R. 

Stickle 


MASSACHUSETTS 
Boston 
wsz-Tv—Francis Whitmarsh 
WHDH-TV—Joseph Levine 
wnac-tv—Leland Bickford 
Springfield 
wuHyn-tv—Noah LaMountain 
wwirp—Edward M. Kennedy 


MICHIGAN 


Ann Arbor 
wrpac-tv—Albert Samborn 
(Continued on page 40) 
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merica’s candy bill last year 


came to more than $1 billion. 

This was a gain over the year 
before, in spite of the increasing 
stress put on the slim figures by 
fashion designers, beauty experts and 
some members of the medical 
profession. 

Per-capita consumption of confec- 
tions was 17.4 pounds in 1956, com- 
pared to 16.6 pounds in 1955, ac- 
cording to the National Confectioners 
Association. 

Warned that much of the public 
actually feels that eating candy is 
“slightly sinful,” members of the NCA 
and other candy makers are being 
urged that positive promotion of their 
product is necessary if they wish to 
build the market to its 
potential. 

Nearly all of the more successful 
and aggressive manufacturers are 
finding their answer to this business 
challenge in the use of television as 


possible 
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their promotion medium. 

Last year makers of confections 
spent an estimated $10 million in 
national spot tv, another $6.5 million 
on network television and a possible 
$4 million locally on individual sta- 
tions. Coming to more than $20 mil- 
lion for the year, this is still only two 
per cent of the industry’s annual 
sales. 

This year that total is expected to 
be even higher, with more candy 
makers finding television at least one 
answer to their problems. 

Typically, G. R. Edgar, advertising 
and promotion manager for Hollywood 
brands Inc., says: “. . . we have 
found that television spot advertising, 
for the amount of money involved, is 
by far the most effective and the 
cheapest for our particular needs.” 

The importance of younger chil- 
dren to the candy and confectionery 
market is well known, and new re- 
search seems to indicate that young- 


sters are an even more important 
key to candy sales than had been 
believed. A recently completed study 
of consumer expenditures by Alfred 
Politz for Life magazine shows that 
51 per cent of candy buying is in 
households with younger children, as 
compared to only six per cent when 
there are no children (and the house- 
hold head is under 40), 18 per cent 
when there are only older children, 
19 per cent when there is a married 
head over 40 and no children, and 
only six per cent when there is a 
single household head 
children. 

The same study shows that the 
average household, made up of 3.3 
persons, spends $18 for confections 
(including candy, gum, nuts, etc.) in 
a year. Some other interesting points 
uncovered include the fact that the 
northeast, with an average of $22 per 
household in metropolitan areas, and 
the central states, with an average of 


and no 
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Through television candy makers are pushing their total sales to new highs 


$21, spend far more for confections 
than in the southern region, where 
the average per household in metro- 
politan areas is only $13, or the 
west, where it is $16. Oddly enough 
non-metropolitan areas in the west 
average $25 per household on con- 
fections. 

The very fact of these variations 
in the candy market has helped to 
make spot television an ideal medium 
for its promotion. Candy makers real- 
ize the advantages of children’s pro- 
grams in advertising their product. 
Tv offers the opportunity to speak 
directly to their biggest customers, 
making it unnecessary for the children 
to read their message (which in the 
case of the youngest candy eaters, 
at least, is impossible). It also offers 
the advantage of allowing candy 
makers to pick their areas, either to 
promote more sales in a poor market 
or to pound home an advantage in a 
market where candy eating is more 


popular. 

Following, in alphabetical order, 
are some typical examples of the use 
of television advertising by candy and 
confectionery manufacturers, distribu- 
tors and stores in all sections of the 
country. 

e Chunky Candy Corp., of Brook- 
lyn, makers of Chunky Candy prod- 
ucts, are using syndicated film in 
about 10 principal markets. Grey 
Advertising is the agency on the ac- 
count, with Joan Stark the timebuyer. 

Typical of these films is the TPA 
series, Foreign Legionnaire, in a day 
time segment on waBc-Tv New York. 
On wen-tv Chicago Chunky sponsors 
the CBS-TV film series, Brave Eagle, 
Sunday at 1 p.m. and Tuesday at 
6 p.m. Commercials are one-minute 
film. 

Other markets in the campaign in- 
clude: Cincinnati, Cleveland, Detreit, 
Indianapolis, Kansas City, Boston, 
Philadelphia, Baltimore, New Haven. 


Buffalo, Schenectady, Pittsburgh and 
Wilkes Barre. 
Last year Chunky 
$200,000 on spot tv. 
e Crown Nuts, of Scranton, retail 


spent around 


distributors of nuts and nut products, 
have enjoyed considerable success in 
the area through use of a continuing 
schedule on WARM-TV Scranton. At 
present the store uses participations 
Monday, Wednesday and Friday on 
Cartoonville, a live and film show 
with puppets and filmed cartoons. 
Formerly Crown was a participator 
on Swing Session, a local teen-dance 
Friday. 


Announcements are given live with a 


program, Monday through 
moving display of Crown nuts and 
the Crown trademark. On audience- 
participation shows samples of the 
product are distributed. 

e Fenn Brothers, of Sioux Falls. 
makers of Walnut Crush, Butter 
Brickle, Royal Brazils and Big Bogie 


(Continued on page 75) 
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Editors (Cont. from 37) 


Bay City-Fint-Saginaw 

WNEM-Tv—Frank Benesh 
Cadillac 

wwtv—Dwayne X. Riley 
Detroit 

CKLW-tTv—Austin Grant 

wJysBkK-tv—Charles W. 

Bergeson 

wwJ-Tv—James Clark 

wxyz-Tv—Dick Femmel 
Grand Rapids 

woop-tv—Dick Cheverton 
Kalamazoo 

wkzo-tv—Len Colby 
Lansing 

wJim-tv—Bill Fyffe 
Marquette 

wpMJ-Tv—Dennis Beauchamp 
Saginaw 

WKNx-tv—Don Potter 
Traverse City 

wPesBN-Tv—John Williams 


MINNESOTA 


Duluth 
KDAL-Tv—Dick Anthony 
Duluth-Superior 
wpsM-tv—Bob Ball 
Minneapolis 
wTcn-Tv—Sheldon Peterson 
Minneapolis-St. Paul 
KsTP-Tv—Julian Hoshal 
wceco-tv—Rollie Johnson 
Rochester 
Kroc-Ttv—Richard Kieffer 


MISSISSIPPI 


Hattiesburg 
WDAM-TV—Dave Waite 
Jackson 
wstv—Bob Neblett 
wipt—Dick Sanders 
Meridian 
wToK-tv—George Shannon 
Tupelo 
wtwv—William B. Landers 


MISSOURI 


Columbia 
Komu-tv—Philip E. Berk 
Hannibal 
KHQA-TV—Gene Terry 
Joplin 
KODE-Tv—Ken Crowe 
Kansas City 
KcMo-tTv—Harold Mack 
KMBC-TV -Claude Dorsey 
WDAF-TvV—Randall S. Jessee 
Sedalia 
KpDRO-TV—Bob Younger 
Springfield 
KTTs-Tv—Bill Bowers 
KYTV—Sol Mosher 
St. Joseph 
KFEQ-TV—Lafe Williams 
St. Louis 
Ksp-tv—Austin Bridgman 
KTvi—James Bradv 
KWK-TV—Jack Griffin 


MONTANA 
Billings 


KooK-tv—George Green 
Butte 

KXLF-Tv—Paul Hatton 
Great Falls 

KFBB-Tv—Gene Harrington 
Kalispell 

KGEz-tv—Glen Millhouse 
Missoula 

KMSO-TV—Don Weston 


NEBRASKA 


Hastings 
KHAS-tV—Ted Kennedy 
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Kearney 

KHOL-tv—Art Eckdahl 
Lincoln 

KOLN-Tv—Byron Krasne 
Omaha 


KEtv—Austin Schneider 
KMTV—Floyd Kalber 
wow-tv—Jim McGaffin 


NEVADA 


Las Vegas 
KLAS-TV—Jim Hart 
KSHO-TV—Alan Jarlson 

Reno 
KOLo-TV—Ed Cardinal 


NEW HAMPSHIRE 


Manchester 
WMUR-TV—Tom Power 


NEW MEXICO 


Albuquerque 
KGGM-Tv—Jack West 
KOAT-TV—Bill Sexton 
Kos-TvV—W. F. Tucker 

Carlsbad 
KAVE-TV-—Neal Jones 

Roswell 
Ksws-Tv—Norwood Mclendon 


NEW YORK 
Albany 


wtri—Dave Sauter 
Binghamton 
Wwinr-TV—Tom Cawley 
WNBF-Tv—Paul Brand 
Buffalo 
wsuFr—Patrick Higgins 
Carthage (Watertown) 
weny-tvV—Donald K. Hopkins 
New York 
waspp—Leonard Zweig 
wor-tv—George Brown 
wrix—Walter Engles 
wrca-tv—Gabe Pressman 
Plattsburgh 
wetz—Dick Ford 
Rochester 
WVET-Ttv—Tom Decker 
wroc-tv—Jack Hooley 
Syracuse 
WHEN-TV—Ray Owens 
wsyr-Tv—Fred Hillegas 
Utica 
wktv—-Lyle Bosley 


NORTH CAROLINA 
Asheville 


wLos-tv—Fred Brown 
Charlotte 

wstv—Nelson Benton 

wsoc-tv—Carroll McGaughey 


Durham 

wtvp—Ernie Greup 
Greensboro 

wrMy-tv—Bob Stroh 
Raleigh 

WRAL-TV—Bill Armstrong 
Washington 

witn—Al D’Amico 
Winston-Salem 

wsys-tv—F. O. Carver 
Wilmington 


WMFp-tv——Vestal Taylor 


NORTH DAKOTA 


Bismarck 

KBMB-TV—Rig Olsen 
Dickinson 

KDIX-Tv—Warren Vranna 
Fargo 

wpay-tv—Norm Schrader 
Grand Forks 

KNOX-Tv—Charles K. Bundlie 
Minot 

KcyB-Ttv—Howard Graber 


Valley City 
KxJB-TV—Jim Rohn 


Cincinnati 
wepo-tv—Jack Fogarty 
Cleveland 
wews—John B. Hughes 
Columbus 
wsNns-tv—Chet Long 
wLw-c—Spencer Allen 
WTVN-TV—Ed Wood 
Lima 
wima-tv—Don Sherwood 
Steubenville 
wstv-Ttv—Roy Briscoe 
Youngstown 
wrMJ-tv—Bill Lindsay 
WKBN-Tv—Sid Davis 
Zanesville 
wuHiz-tv—Arthur Schreiber 


OKLAHOMA 
Ada 


KTEN—George Miller Jr. 
Ardmore 

Kvso-tv—Cleo Long 
Enid-Oklahoma City 

KGEO-Tv—Casey Cohimia 
Lawton 

KSwo-Tv—Joe Neimann 
Muskogee-Tulsa 

KTUL-tv—Jack Morris 
Oklahoma City 

Kwtv—Bruce Palmer 

wky-tv—Bob Gamble 


Kotv—Cy Tuma 
Kvoo-tv—Forrest Brokaw 


OREGON 


Eugene 

KVAL-TV—Robert E. 
Anderson 

Klamath Falls 
KOTI-Tv—Newton Steward 

Portland 
KGW-Tv—Richard Ross 
KOIN-TV—Tal Tripp 
kptv—Gene Phelps 


PENNSYLVANIA 


Altoona 

wrec-tv—Charles Flynn 
Erie 

wicu—Dave Forsyth 

WSEE—Brod Seymour 
Harrisburg 

wTPpa—James Magee 

wuHp-tv—Joseph Harper 
Johnstown 

WARD-Tv—Frank Jordan 

wyac-tv—Edward J. Klyn 
Lancaster 

WGAL-TV—James Cox 
Philadelphia 

wceau-tv—Charles Shaw 

writ-tv—Gunnar Back 

wrcv-Tv—Robert Lemon 
Pittsburgh 

KDKA-Tv—Bill Burns 

wtic—Robert Holland 
Scranton 

WARM-Tv—John Von Bergen 

WDAU-TV—Tom Powell 
Wilkes-Barre 

wsrE-Tv—Franklin D. Coslett 

WILK-TV—Tom Bigler 
York 

wnow-tv—Richard Gillespie 

wsBA-Tv—Otis B. Morse 


RHODE ISLAND 


Providence 
WJAR-TV—Warren Walden 


SOUTH CAROLINA 


Charleston 
wesc-Ttv—Ken Klyce 
Columbia 
wis-tv—Gren Seibels 
WNOK-tTv— Winter T. Kimes 
Greenville 
wrFsc-Tv—Norwin C. Duncan 
Spartanburg 


wspa-Tv—Charles Newcomb 


SOUTH DAKOTA 
Rapid City 


KOTA-Tv—Stewart Steele 
Sioux Falls 
KELO-TV—Paul Beckstrand 


TENNESSEE 


Chattanooga 
woEF-tv—Mort Lloyd 
wrcp-Ty—Steve Conrad 

Jackson 
wpxi-tv—John Knight 

Johnson City 
WJHL-TV—Ralph Price 

Knoxville 
wBir-Tv—Robert Wesley 
WTVK—Tom Mayhew 

Memphis 
WHBQ-Tv—Gene Roper 
wMmctT—Steve Warren 
wreEc-TV—Russ Hodge 

Nashville 
WLAC-TV—Joseph Loughlin 
wsix-TV—Hugh Cherry 
wsM-Tv—Bill Williams 


TEXAS 


Amarillo 

KFpDA-TV— Bill Johns 

KGNC-TV—Bob Izzard 
Abilene 

KRBC-TV—F rank Woodruff 
Amarillo 

KGNC-Tv—Bob Izzard 


Austin 
KTBC-TV—Paul Bolton 
Beaumont 


KFDM-Tv—Dave Russell 
Corpus Christi 

KRIS-TV—Paul Young 

KsIx-tv—J. K. Wright 

Kvpo-Tv—Don Reed 
Dallas 

KRLD-Tv—Eddy Barker 

WFAA-TV—Bob Tripp 
El Paso 

KROD-Tv—Louis Hendricks 

KTSM-TV—Jack Salem 
Fort Worth 

KFJz-TV—Porter Randall 

WBAP-Tv—James A. Byron 
Galveston 

KGUL-TV—Frank Holloway 
Harlingen 

KGBT-TV—Jerry Fisher 
Houston 

KpPRC-TV—Pat Flaherty 

KTRK-TV—Ray Conaway 
Laredo 

KHAD-TV—Jim Shelton 
Lubbock 

KcBp-Tv—Joe Gilbert 

KbDuB-TV—Duncan Ellison 
Lufkin 

KTRE-TV—Hank Huggins 
Midland 

KMID-Tv—Dan Kalenak 
Odessa 

KOSA-TV—Doyce Elliott 
Port Arthur-Beaumont 

KPAC-TV—Buddy Johnson 
San Angelo 

Kctv—Jim Moreland 
San Antonio 

Kcor-TV—Gustavo Alvarez 

KENS-Tv—John W. Scott 


(Continued on page 46) 


















SECOND SESSION. If it were not for 
the overriding urgency of international 
affairs and the desire of the legislators 
to wind up their work as soon as pos- 
sible to campaign for the 1958 elec- 
tions, the convening of the second 
session of the 85th Congress next 
week might be of special significance 
to the te'evision industry. Certainly, 
there are important bills before the 
Senate and House affecting stations, 
networks, program producers, adver- 
tisers and advertising agencies. The 
Federal Communications Commission 
and the Department of Justice are also 
due to report to the appropriate com- 
mittees on their respective activities 
in the monopoly field. 

But despite promises of legislative 
action on several fronts, it can no 
longer be assumed that anything of 
great moment will be done. One need 
only to pick up a newspaper these days 
to realize that Congress must give high 
priority to matters affecting national 
defense and Atlantic unity. In such 
an atmosphere, one cannot expect that 
there will be any disposition to devote 
much time to television matters, espe- 
cially those of a controversial nature. 

If this is the case, it would appear 
doubtful whether anything may be 
done to stop the FCC authorization of 
a three-year trial run of subscription 
tv. Congress has less than two months 
to act on this front, inasmuch as the 
commission has stated it does not ex- 
pect to begin processing pay-tv appli- 
cations before March 1. Since it takes 
time for committees to get organized, 
arrange for hearings, schedule wit- 
nesses, hear testimony, and then act 
on the bills before them (S. 2268 by 
Sen. Strom Thurmond and H. R. 586 
by Rep. Emanuel Cel'er), it does not 
seem physically possible that Congress, 
let alone the committees, can reach 
decisions by the deadline date. 


ALL DEPENDS. (jf course, it all de- 
pends on how much heat is generated 
against pay tv and how much the issue 
is used for election purposes in the 
face of the 


overwhelming interest 


which will surely be given to issues 





Washington Memo 





involving national security. If public 
opinion against pay-as-you-see can be 
aroused under these circumstances, it 
would probably be unnecessary to pass 
legislation to nullify the FCC authori- 
zation. A resolution expressing the 
“sense of” the Senate or the House 
that the commission delay action pend- 
ing congressional determination could 
be passed. 

If Congress is too preoccupied with 
defense matters to be concerned with 
subscription tv, it may also be in no 
mood to act on the bill (S376) by 
Sen. John Bricker to place the net- 
works under direct regulation of the 
FCC. Nor could it be expected to 
press FCC for recommendations for 
legislation along the lines of the re- 
port by Roscoe L. Barrow on network 
and multiple 
Similarly, it would be unlikely to press 
the Justice 
monopoly action in the tv field. 


practices ownership. 


Department for  anti- 


PENDING. Altogether, there are more 
than 20 bills before Congress which af- 
fect the television industry. Some of 
these have been pending for a long 
time (like the Celler bill on subscrip- 
tion tv) while others are of compara- 
tively recent vintage. In addition to 
those mentioned, the most important 
ones, being with those before the 
Senate, are: 

S. 1369. This would amend the 
“equal time” requirements of the Com- 
munications Act so that networks and 




















stations would not have to give time 


to “fringe” candidates during an elec- 
tion campaign if they gave time to a 
major party candidate. 

S. 1577. This would repeal the so- 
called “protest act” which compels the 
FCC to grant hearings on authoriza- 
tions issued without hearings. 

S. 1759. This would extend licenses 
of radio and ty stations from three to 
five years. 

S. 2119. This is a measure intro- 
duced by chairman Warren Magnuson 
of the Senate Interstate Commerce 
Committee which provides for exten- 
sive federal aid to educational tv. 

S.J. Res. 106. This measure pro- 
vides for a comprehensive investiga- 
tion of government uses of radio 
spectrum space. Its main purpose is to 
determine whether more vhf space can 
be released for television. 

S. 2834. This bill would prohibit 
broadcast licensees from having 
interest in the recording field. 

Pending before the House are: 

H.R. 8277. This is a bill by Chair- 
man Emanuel Celler of the House 
Judiciary Committee to extend the 
Robinson-Patman Act to prevent net- 
works from giving special discounts to 
large advertisers. 

H.R. 9538. This 
amend the Communications Act to 
permit the FCC to collect fees for serv- 
ices to broadcast licensees. 

H.R. 4835. This is a perennial bill, 


on which many hearings have been 


measure would 


held, to prohibit advertising of alco- 
holic beverages on interstate media. A 
recent version applies only to the 


broadcast media. 
H.R. 4571. This is a bill to regulate 


radio and television advertising. 
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ROUNDUP OF NEWS 


Producers. Distributors 
SCREEN GEMS SALES 

Screen Gems, Inc., announced the 
latest sales of its feature package, 
Shock: wyw-tv Cleveland, WRGP-TV 
Chattanooga, wicu-Tv Erie, KJEO-TV 
Fresno, WMBD-TV Peoria, KUTV Salt 
Lake City, KTTs-Tv Springfield, KGUN- 
Tv Tucson, KENI-TV Anchorage and 
KFAR-TV Fairbanks. Also at Screen 
Gems: Paul Jones is now with the firm 
as national sales executive. He was 
most recently vice president in charge 
of advertising at Playboy Magazine. 
He had also been with Coronet as 
western manager and then advertising 
manager. The company will be pro- 
ducing a new half-hour series with 
GAC-TV called Dear George. And the 
situation comedy, Minerva, with 
Myrna Loy will co-star Lee Bowman. 


MCA TV SALES 

The MCA TV series, Mickey Spil- 
lane’s Mike Hammer, has been sold 
to Anheuser-Busch for its Busch Ba- 
varian Beer in Illinois, Missouri, 
Kansas, Arkansas and Iowa and for 
Budweiser Beer in other markets to 
be announced. This sale is in addition 
to the pre-induction sale to RKO 
Teleradio’s five o&o stations in New 
York, Los Angeles, Boston, Detroit 
and Memphis. 


HEWITT REPLACES TICER 

Edward E. Hewitt has been made 
manager of the San Francisco office 
of CBS Television Film Sales, Inc., 
replacing Glenn H. Ticer who is re- 
tiring after 16 years with CBS. A 
graduate of Holy Cross and a Lt. (jg) 
in the U. S. Navy, Mr. Hewitt was, 
in order, with ABC Television spot 
sales in San Francisco, West Coast 
manager of United Film Service and 
account executive with KGO-TvV San 
Francisco. 

The company’s general sales mana- 
ger, John F. Howell, also announced 
that the “Sales Safari” plan, designed 
to service the 170 lower price markets, 
has sold more than 6,000 half-hours 
since its inception on Oct. 28. Nine 
of the firm’s series are available under 
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the plan, making a total of 528 half- 


hours of programming. 





DREWRY BUYS ‘TARGET’ 

Drewry Ltd. bought the newest Ziv 
Television half-hour series, Target, for 
telecasting in March in 14 markets in 
Indiana, Illinois and Michigan. The 
Drewry beer agency is MacFarland, 
Aveyard & Co., Chicago. 


NTA SALES ABROAD 

The National Telefilm Associates 
Sheriff of Cochise has been sold in 10 
Latin-American markets: Argentina, 
Bermuda, Cuba, El Salvador, Guate- 
mala, Mexico, Panama, Peru, Puerto 
Rico and Venezuela. The 20th Century- 
Fox Package of features has been sold 
in Cuba and Puerto Rico. The firm’s 
Cartoons was sold in seven countries 
below the border: Bermuda, Brazil, 
Cuba, Mexico, Peru, Puerto Rico and 
Venezuela. The 
bought in Hong Kong and Japan. 
The company announced it 
would start in January producing two 
pilot films for two new series, U. S. 
Marshall and Grand Jury. Mort Bris- 
kin is the producer for both and they 
will be made by Desilu Productions. 


Cartoons were also 


also 


SALES BY STERLING 
Sterling Television Co. 
following sales:’ Abbott & Costello: 
KsIx-Tv Corpus Christi, KFJZ-Tv Ft. 
Worth. Bowling Stars: wwtv Cadiliac. 
Bowling Time: KuAM, Agana, Guam. 
Cartoon Classics: KTTvV Los Angeles. 
Crusade in the Pacific: KHJ-TV Los 
Angeles. Features: WKAR-TV East Lan- 
sing, WRAL-TV Raleigh. /nvitation Play- 
house: KREX-Tv Grand Junction. Little 
Theatre: KGUL-TV Galveston. Music 
Films: Kstx-tv Corpus Christi. 


reported the 


ABC FILM PLANS 

On his return from a ten-day visit to 
Hollywood, George T. Shupert, presi- 
dent of ABC Film Syndication, an- 
nounced that he had selected over a 
dozen new ideas for future program- 
ming. Out of these, Mr. Shupert ex- 
pects to have as many as eight new 
shows for either network or syndica- 
tion sale during 1958. 


Meanwhile, ABC’s newest series, 26 
Men, has now been sold in 150 mar- 
kets with four recent additions to the 
list: wMT-Tv Cedar Rapids, sponsored 
by Drewrys Ltd., wews-tv Cleveland, 
Kwtv Waco and zBM-Tv Bermuda. 
ABC also announced that it will dis- 
tribute overseas 26 half-hours of The 
Mike Wallace Interview. These will be 
available only to the English speaking 
countries of the world. Canadian dis- 
tribution will be limited to markets 
whose coverage does not conflict with 
U. S. markets. Some time in the future 
it is planned to dub the show in for- 
eign languages. 


FREMANTLE OVERSEAS 

Fremantle Overseas Radio and Tele- 
vision, Inc., has sold Hopalong Cassidy 
in three more foreign countries, run- 
ning the total sales of the countries 
carrying the films on tv to 13. A 
Spanish-dubbed version of the series 
was bought in Mexico for 52 weeks by 
Goodyear-Oxo, subsidiary of the Good- 
year Tire and Rubber Co. It was also 
purchased by ysEB-Tv El Salvador to 
be televised with Spanish subtitles 
and by Vlaamse Televisie in Brussels, 
Belgium, where it will have Flemish 
subtitles. 


Suppliers, Services 

LAWRENCE IN NEW YORK 

Robert Lawrence Productions, New 
York will have its own animation serv- 
ice in its New York headquarters 
beginning Jan. 1. This additional facil- 
ity was made possible through the 
leasing of extra studio space last 
month. 


WARNER BROS. FILM 

Warner Bros. has a 30-minute film 
showing the production facilities, 
equipment and manpower of its divi- 
sion, WB-TV Commercial and Indus- 
trial Films, Inc. This sales presentation 
film in both black and white and color 
is to be shown to advertising agencies 
and advertisers. 


WILDING CHANGES 

There have been some changes made 
at Wilding Picture Productions, Inc., 
Chicago. Dean Coffin, formerly district 
manager of the firm’s Cleveland and 
Pittsburgh offices was made a vice 
president of the Great Lake Sales Di- 
vision located in Detroit where Wild- 








ing also has studio facilities. Lawrence 
T. Young replaces Mr. Coffin in Cleve- 
land and Quinn Short takes over in 
Pittsburgh. 


TRANSFILM NAMES BERCH 

Jack Berch has been made an ac- 
count executive at Transfilm, Inc. Mr. 
Berch was head of his own tv commer- 
cial production company, Jack Berch 
Productions, Inc., for the past two 
years. 


Film Commercials 


CARTOONISTS, INC. (changing 
name to Ross Wetzel Studios, 
Ine. ) 


Completed: S. C. Johnson & Son, Ine. 
(Johnson’s Glo Coat), NL&B; Lever Bros. 
Ltd. (Shield toothpaste), NL&B; Thomas 
J. Webb Co. (coffee), Rutledge & Lilienfeld; 
Food Sales, Inc. (Combo popcorn), 
Campbell-Mithun; Bowman Dairy Co. (milk, 
cottage cheese, sour cream), JWT. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: General Motors Corp. (Frigid- 
aire), Kudner; Flav-R-Straws, Inc. (Flav-R- 
Straws), EWR&R; Lever Bros. Co. (Lux 
soap & Wisk), JWT; All-State Insurance Co., 
Burnett; Pfeiffer Brewing Co. (beer), 
Maxon; H. J. Heinz Co. of Canada (Fresh 
Pack), MacLaren; Miles Laboratories, Inc. 
(Alka-Seltzer), Wade; Radio Corporation of 
America (RCA picture tube), Lefton; Plitz- 
Weinhard Co. (beer), J. J. Weiner; Carna- 
tion Co. (evaporated milk), Fitzmorris; 
Cracker Jack Co. (Cracker Jacks), Fitz- 
morris; American Tobacco Co. (Buckingham 
cigarettes), MacLaren; Paper Mate Co., Inc. 
(pens), FC&B; P. Ballantine & Sons (beer), 
Esty; Scott Paper Co. (Scotties & Towels), 
JWT. 


In Preduction: Knomark Mfg. Co. (Esquire 
shoe polish), Mogul; Carling Brewing Co., 
Inc. (Red Cap ale), McKim; Quaker Oats 
Co. (Puffed wheat, rice & Sugar Puffs), 
Wherry, Baker & Tilden; U.S. Air Force, 
EWR&R; Bristol-Myers Co., (Playhouse 
90). BBDO; Kimberly-Clark, (Playhouse 
90), FC&B; National Trust Banks, Mac- 
Laren; Alberto-Culver Co. (VO-5, Silken 
Rinse), Wade. 


DYNAMIC FILMS, INC. 


In Production: Boys Clubs of America, 
direct. 


JAMIESON FILM CO. 


Completed: Tenilhist Co. (cough syrup), 
Pams; J. D. Jewell, Inc. (frozen foods), 
Crawford & Porter; Continental Trailways 
(bus service), Sanders; Burrus Mill & Ele- 
vator Co. (flour), Tracy-Locke. 

In Production: Burrus Mill & Elevator Co. 
(Lightcrust floor), Tracy-Loeke; Humble 
Oil & Refining Co. (gasoline), McCann- 
Erickson; J. D. Jewell, Inc. (frozen foods), 
Crawford & Porter; Haggar Co. (slacks), 
Tracy-Locke, Borden Co. (ice cream), Tracy- 
Locke; Mercantile Trust Co. (bank service), 
Ratcliffe. 


KEITZ & HERNDON 

Completed: Mishawaka Rubber & Woolen 
Mfg. Co. (Red Ball shoes), Campbell- 
Mithun; Dr. Pepper Co. (soft drinks), 
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Film 


Grant; American Liberte Oil Co. (Amlico- 
Panhandle gasoline), Taylor, Norsworthy. 

In Production: Mishawaka Rubber & Woolen 
Mfg. Co. (Red Ball Dura-Kool shoes), 
Campbell-Mithun; O. A. Sutton Corp. (Vor- 
nado air conditioners), Lago-Whitehead; 
Standard Oil Co. of Indiana (gasoline), 
D'Arcy. 


JAMES LOVE PRODUCTION 


Completed: Westinghouse Electric Corp. 
(Hall of Fame), MacCann-Erickson. 

In Production: Aluminum Co. of America 
(Ketchup tops), F&S&R; Westinghouse Elec- 
tric Corp. (Classroom lighting, computers, 
rayescent lights, housepower, atomic power, 
aircraft equipment, shippingsport-atomic 
power), McCann-Erickson. 


MPO TELEVISION FILMS, INC. 


Completed: Nehi Corp. (Royal Crown Cola), 
Compton; Monsanto Chemical Co., Gardner; 
Procter & Gamble Co. (Crisco), Compton; 
Imperial Tobacco Co. (Players), McKim; 
Kellogg Co. (cereals), Burnett; Pepperidge 
Farm, Inc. (bread), Ogilvy, Benson & 
Mather; Helena Rubinstein, Inc., Ogilvy, 
Benson & Mather; E. I. DuPont de Nemours 
& Co., Inc., Ayer; Pepsi-Cola Co. (Pepsi- 
Cola), K&B’ . 

In -Production: Procter “& Gamble Co. 
(Dash), D-F-S; Knomark Mfg. Co. (Esquire 
shoe polish), Mogul; Coca-Cola Co. (Coca- 
Cola), McCann-Erickson; Pond’s Extract 
Co. (Pond’s products), JWT; Scott Paper 
Co. (Scotties), JWT; Hills Bros. Coffee, Inc. 
(coffee), Ayer; Minnesota Mining & Mfg. 
Co. (Scotch Tape), BBDO; Nestle Co., Inc. 
(Decaf coffee), D-F-S; Welch Grape Juice 
Co. (Welchade), Manoff. 


NATIONAL SCREEN SERVICE 
CORP. 


Completed: J. B. Williams Co. (shaving 
cream), Parkson; Morlov Blouse Co., direct. 
In Production: J. B. Williams Co. (shaving 
cream), Parkson; Consolidated Cigar Corp. 
(Dutch Master cigars), EWR&R. 


FRED NILES PRODUCTIONS 


Completed: Texize Chemicals, Inc. (house- 
hold detergent), Henderson; Lion Oil Co. 
(gasoline & oil products), Ridgway; Kelsey 
Frazer Co. (electric dryers & electric ranges) , 
direct; Brunswick-Balke-Collender Co. (bow]- 
ing balls), McCann-Erickson; Montgomery, 
Ward & Co. (January Value month), direct; 
A ee & Son, Inc. (Johnson’s wax, 


(Continued from page 43) 


In Production: Lan-O-Sheen, Inc. (Lan-O- 
Sheen & Lan-O-Wipe), Bruce B. Brewer. 


RAY PATIN PRODUCTIONS, 
INC, 


In Production: Libby, McNeill & Libby 
(Libby’s pineapple), JWT; General Foods 
Corp. (Post Tens cereal), B&B; Pacific Coast 
Paper Mills of Washington, Inc. (Powder 
Room toilet tissue), Miller, Mackay Hoeck 
& Hartung; Ralston Purina Co. (cereal) 
Guild, Bascom & Bonfigli. 


PELICAN FILMS, INC. 


Completed: Wildroot Co., Inc. (cream oil), 
BBDO; American Tobacco Co. (Lucky 
Strike), BBDO; Campbell Soup Co. (soups), 
BBDO: Ohio Oil Co. (Marathon gasoline), 
Ayer; Procter & Gamble Co. (Joy), Burnett; 
Fulham Bros., Inc. (4 Fisherman Fishsticks) 
DCS&S; Robert Hall Clothes Sawdon; 
Continental Baking Co. Inc. (Hostess 
Twinkies) Bates; Bristol-Myers Co. Canada 
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(Ipana), Ronalds. 

In Production: American Tobacco Co. 
(Lucky Strike), BBDO; Campbell Soup Co. 
(soups) BBDO; Bristol-Myers Co. (Ipana) 
DCS&S; P. Ballentine & Sons (beer) Esty; 
Robert Hall Clothes, Sawdon; F. B. Stanley 
(Kinney shoes) , Sawdon. 


SARRA, INC. 


Completed: Exquisite Form Brassiere Inc. 
(Exquisite Form), Grey; Molson’s Brewery 
Ltd. (Molson’s export ale) , Cockfield, Brown; 
American Dairy Assn., Campbell-Mithun; 
Pure Oil Co., Burnett; Swift & Co., JWT; 
Leibmann Breweries, Inc. (Rheingold extra 
dry beer), FC&B; Birdseye Div. General 
Foods Corp. (frozen fish, fillet regale), 
Y&R; Salada-Shirrif-Horsey, Ltd., Tea Co., 
Inc. (tea) SSC&B; Kellogg Co., Burnett. 


SOUND MASTERS, INC. 


Completed: Procter & Gamble Co. (Cheer, 
Spic & Span), Y&R; P. Lorillard Co. (Kent 
cigarettes) ,“L&N. 
In Production: P. Lorillard Co. (Kent 
cigarettes), L&N. 


UPA PICTURES, INC. 
(BURBANK) 


Completed: Lewis-Howe Co. (Tums), 
McCann-Erickson; Pet Milk Co. (evaporated 
milk), Gardner; Helene Curtis Industries, 
Inc. (Enden shampoo), Edward H. Weiss; 
Coca-Cola Co. (Coca-Cola), McCann- 
Erickson; Tidy House Products Co. (Dexol 
bleach), Y&R; Horlick’s Corp. (malted 
milk) Gardner; Philip Morris & Co. (Marl- 
boro cigarettes) Burnett. 

In Production: Pet Milk Co. (evaporated 
milk), Gardner; J. A. Folger & Co. (coffee), 
BSF&D; Canadian Fishing Co. (Gold Seal 
salmon, tuna & shrimp) Cockfield-Brown; 
Tidy House Products Co. (Dexol bleach) 
Earl Ludgin; Bank of America BBDO; Ex- 
Lax Inc. (Ex-Lax) Warwick & Legler; 
Sealy, Inc. (Sealy Posturepedic), Edward H. 
Weiss, Purex Corp., Ltd. (Purex products), 
Edward H. Weiss; Carling Brewing Co. 
(Stagg beer), Edward H. Weiss; Horlick’s 
Corp. (malted milk), John Shaw; Canvas 
Awning Institute Inc. (awning) Frank 
Hubbell; Wilson & Co. Inc. (Ideal dog 
food) U.S. Adv.; North Adv. (Thorexin 
cough medicine) direct. 


UPA PICTURES, INC. 
(NEW YORK) 


Completed: S. A. Schonbrunn & Co. (Sav- 
arin), FC&B; Sylvania Electric Products. 
Inc., JWT; Swift & Co. (bacon), McCann- 
Erickson; Benson & Hedges (Parliament 
cigarettes), B&B. 

In Production: Nestle Co., Inc. (Nescafe), 
Houston; Coca-Cola Export, direct; S. A. 
Schonbrunn & Co. (Savarin) FC&B; Pan- 
American Coffee Bureau, direct; Benson & 
Hedges (Parliament cigarettes) , B&B; Amer- 
ican Sugar Refining Co. (Domino sugar), 
Bates; General Foods Corp. (Grape-Nuts), 
B&B; Sealtest Supplee Div. National Dairy 
Products Corp., Ayer. 


VIDICAM PICTURES, INC. 


Completed: Block Drug Co. (Nytol) , SSC&B 
Kellogg Co. (Corn Flakes), Burnett; Tho- 
mas J. Lipton, Inc. (Flo-thru tea bag), 
Y&R; General Electric Co. (washers), Y&R: 
United States Steel Corp. (stainless steel 
gifts), BBDO; Gold Medal Candy Corp. 
(Cocilana Cough Nips), Mogul. 

In Production: North American Phillips 
Co. Inc. (Norelco shavers), LaRoche; Proc- 
ter & Gamble Co. (Blue Duz), Compton: 
New York Times (newspaper) BBDO: 
United States Steel Corp. (steel appliances). 
BBDO. 


News - (Continued -from page-36) 


At KFMB-TV San Diego the news 
department, chiefed by editor Stuart 
A. Batt, is on duty 24 hours a day, 
seven days a week, to produce a 
series of integrated news programs, 
each edition building from one into 
the other. Station policy is that every 
news show is part of the “big picture,” 
and every possible resource of the 
station is used in producing This Day 
1957 and Dateline San Diego, as well 
as the station’s Early Morning News. 

Last July KRON-Tv San Francisco 
started organizing a highly compre- 
hensive news department with ade- 
quate personnel and equipment, with 
the idea of presenting a really first- 
quality news program. “The results,” 
says R. D. Irving, promotion man- 
ager, “have been highly gratifying.” 


High Rated Locally 


Chronicle News with George Mar- 
tin, at 11 p.m. Monday and 10:30 
Tuesday through Thursday, was first 
telecast last Sept. 9; Shell News with 
Tom Franklin, 6-6:15 p.m. across-the- 
board, went on the air initially on 
Sept. 23. “These are now,” says Mr. 
Irving, “the two highest-rated local 
newscasts on any station in the San 
Francisco area.” 

wsav-Tv Savannah has Noontime 
Edition, . Dateline Savannah (7:10- 
7:20 p.m. six nights a week) and 
Eleventh Hour News for a news-dis- 
pensing total of three hours and five 
minutes a week. Foremost among the 
trio is Dateline Savannah, with Bill 
Lucas doing the newscasting and Phil- 
lips 66 and the First Federal Savings 
and Loan Association of Savannah 
splitting the sponsorship costs. 

wtoc-Tv Savannah schedules Three 
Star Final Monday-Friday at 6:30- 
6:45 p.m., Night Final Monday-Fri- 
day at 11-11:15 p.m. and News Final 
at midnight on Saturday, making a 
total of five-and-a-half hours of regu- 
larly scheduled news a week, includ- 
ing network newscasts. Robert Noble 
III is news director, with four part- 
time people working in his depart- 
ment. 

John Von Bergen, news chief at 
WARM-TV Scranton, says, “We have 
gotten away from the 15-minute for- 
mat of tv news programs by develop- 
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ing Early Edition, which utilizes a 
five-minute format, with the news- 
caster delivering the news in a head- 
line-emphasis, staccato fashion.” 
Early Edition is on at 6:55 p.m. week- 
days, and the station’s other locally 
originated show, Final Edition, goes 
at 11-11:15 seven nights a week. 

WDAU-TV Scranton’s most successful 
local news slot is its nightly 11 p.m. 
segment, handled by news director 
Tom Powell. The show offers com- 
prehensive coverage of the day’s hap- 
penings, with the stress on regional 
developments. Film is used liberally, 
but its availability does not determine 
the content of the program; hard 
news always has priority. 

KING-TV Seattle has 10 regularly 
programmed news shots during a 
wetk, plus daily news segments in 
two Monday-through-Friday variety 
programs. Additionally, it offers sev- 
eral Week-end Digest shows on both 
Saturdays and Sundays, as well as a 
daily five-minute nightcap final at 
sign-off. 

For Early Edition (6:30-7 p.m. 
weekdays) and World Today (10:30- 
10:45 each week night) news director 
Charles Herring and his five full-time 
staffers use RCA, Auricon, Bell & 
Howell and Bolex film cameras, du 
Pont and Eastman motion-picture 
film, UP and INS news services and 
a news station wagon equipped with 
mobile phone and police radio. 

KOMO-TV Seattle also programs 10 
live local newscasts a -week—in color, 
as well as black-and-white, with Ansco 
color film employed. Herb Robinson, 
news editor, this year has added some- 
thing new to his operation—a news-tip 
reward system. Free flash cameras, 
worth $10 each, are offered to viewers 
sending in news tips that result in 
stories on the air; dozens of the flash 
outfits have been awarded since last 
spring. 

The station received a prized award 
of its own last year when its 6:30 p.m. 
Shell Deadline News, a 30-minute seg- 
ment until this fall, won the national 
Sylvania Award as the “best local 
half-hour news program in the nation 
for 1956.” 

wNnDu-Ty South Bend currently 
schedules 26 five- and 10-minute news 
shows per week. The shorter periods— 
Today in Our Town, three early- 
morning spots, and the 6:05 local news 


—are done by Frank Dreighton; the 
10-minute stanzas—Shell Deadline 
and Special Edition, Monday-Friday 
and Saturday, respectively—are han- 
dled by news director Lamont Mc- 
Loughlin, of whom P.A. Ebbs,: sales 
promotion and advertising, Shell Oil 
Co., says: “He has developed into a 
strong authoritative news personality, 
and his show ranks among the best of 
all our Shell news programs.” 
KHQ-TV Spokane telecasts 15 news 
periods weekly: a five-minute Dateline 
at 5 p.m., a quarter-hour Front Page 
News at 6:30 p.m. and a five-minute 
Headlines at midnight—a total of two 
hours and 15 minutes. Front Page 
News, with newscaster Bob Briley on 
live camera, is the top show, sponsor- 
ship of which is shared among the 
Carter Oil Co., the Northern Pacific 
Railroad and the Washington Water 


Power Co. 


Local and Pictures 


Lafe Williams, news director at 
KFEQ-TV St. Joseph, Mo., states that 
his station’s 12 locally produced news- 
casts “go heavy on local news with 
still pictures, which seem to give us a 
great deal of flexibility. We do not 
editorialize; instead we concentrate on 
very complete coverage of local and 
area events. All our newscasts on 
KFEQ-TV are sponsored—and stay that 
way.” 

KSD-Tv St. Louis has, as the St. Louis 
Post-Dispatch station, been telecasting 
news since it went on the air almost 11 
years ago (Feb. 9, 1947). Local and 
regional news is strongly emphasized, 
but full national coverage is also pro- 
vided, all of it via 26 news programs 
a week. 

The cardinal principles observed by 
KSD-TV news director Austin Bridgman 
in news coverage are that the most 
important news of the day shall be 
delineated as completely as possible in 
the time allotted, and that there is no 
production on the screen that does not 
directly help the viewer to understand 
the news item. In the latter connection, 
KSD-TV uses still photos only rarely, in 
the belief that they generally contrib- 
ute little to the understanding of the 
news. 

KTv1 St. Louis runs 12 newscasts a 
week, at 6 and 11 in the evening Mon- 
day through Friday, a 6 o’clock show 
on Saturday and one at 11 p.m. on 


Sunday. The early spot is Bruce Hay- 
ward and the News, the later one is 
Late News with Larry Ward. Jim 
Brady heads the news operation as 
director, assisted by three part-time 
staffers. 

Due to the success of its local news 
shows, WHEN-TV Syracuse has left its 
newscasting format and technique 
live commentary over four to six local 
clips on its two evening programs— 
unchanged over the past several years. 
Ray Owens, news director, says that 
the popularity of the 6:30-6:40 Sheu. 
News and the 11-11:15 News, Weather 
and Sports “comes from the quality 
and timeliness of the film used.” 

KTNT-TV Tacoma carries six news 
programs through the week—five half- 
hour combined news, sports : and 
weather newscasts and one 15-minute 
week-end, all-film news round-up. In 
the 30-minute programs, filmed re- 
gional coverage is given equal empha- 
sis with national and international 
reports. 

Youngest of three tv stations in the 
nation’s 35th market, wrvr Tampa 
created its present news bureau in July 
1956, starting virtually from ‘scratch. 
The extent to which it has grown is 
indicated by its photographic equip- 
ment alone: 13 film cameras, four still 
cameras, three film projectors, three 
film-editing sets, a Houston-Fearless 
film processor and a complete still 
darkroom. 

The station has five locally pro- 
duced news periods each weekday, ex- 
clusive of sports and weather ‘casts. 
Heading the news operation is Dick 
John, assisted by a staff of 10 trained 
newsmen, also proficient as air men, 
writers and cameramen. 

WTHI-TV Terre Haute, in an effort to 
better its coverage of local events for 
its 16 news programs weekly, has dur- 
ing the past few months organized a 
unique stringer system among high- 
school students around the viewing 
area. To get sources responding and 
alerting it to events, the station had 
urged mayors, sheriffs, police chiefs, 
local chambers of commerce, etc., to 
cooperate, but to little avail. 

The WTHI-TV news department then 
hit upon the idea of enlisting the aid 
of teenagers who might be interested 
in matters other than Elvis Presley, 
hot rods and the like. Result: student 
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News (Continued from page 45) 


correspondents in some 30 towns have 
been sending in some of the station’s 
biggest local news stories; in return, 
they receive a monthly correspondent’s 
newsletter and a dollar or more a 
story, depending upon its news value. 

No special titles are used by KCMc- 
tv Texarkana for its 17 newscasts a 
week, which are presented at 12:15, 6 
and 11 p.m., 10 minutes each, Monday 
through Friday, and on Saturday at 
2 p.m. and Sunday at 6 p.m. Head of 
the news department is news director 
Bill Gill; as general manager Walter 
M. Windsor puts it, Mr. Gill “to all 
practical effects is the news depart- 
ment.” In the past year KCMC-TV 
has abandoned nationally syndicated 
newsfilm, substituting in its place local 
motion-picture film and Associated 
Press Wirephoto still pictures. 

KVOO-TV Tulsa spans 175 minutes of 
air time weekly with 33 news pro- 
grams. Across-the-board scheduling is 
at 7:25, 7:55, 8:25 and 8:55 a.m. and 
6:10 and 10 p.m.; Saturday the news 
runs at 6 and 10 p.m., and on Sunday 
the station features Week’s News in 
Review, a half-hour show at 4:30 in 
the afternoon. Forrest Brokaw is Kvoo- 
TV news manager, and Chris Condon, 
who handles the top-rated 10 p.m. 
segment, is news director. 

The line-up of news programs on 
KxJB-TV Valley City, N. D., is Local 
News at 7:55 a.m., Northwest News 


and Weather an hour later, Noon 
News, Tv Newsroom at 6 p.m. and Tv 
Headlines at 10 p.m., all Monday 
through Friday. On Saturday the 
schedule is Focus on the News at 6:15 
p-m. and Tv Headlines at 10 p.m.; on 
Sunday a news summary is presented 
at 3:45 p.m. and Tv Headlines at 10 
in the evening. 

WMAL-Tv Washington averages 
three-and-a-half hours of news time a 
week, with Del Malkie and Joe Mc- 
Caffrey at the helm of the station’s two 
most important news segments, the 
former doing the 7:10-7:15 p.m. 
stanza Monday through Friday, and 
the latter handling the 11-11:10 p.m. 
stint week nights and also on Sunday. 
In addition to these two programs, 
the station has three minutes of news 
at sign-on and sign-off seven days 
a week, News Headlines at 2:58-3 
p-m. across-the-board, Saturday News 
Round-up at 3:45-4 p.m. and Safeway 
News for five minutes on Saturday at 
10:30 p.m. 

wtop-Tv Washington offers Scott 
Sutton with news of local interest at 
7:55-8 a.m. weekdays; the 6:30 Spot- 
light with 15 minutes of news by Steve 
Cushing, news of the entertainment 
world by Eddie Gallaher and weather 
summary by John Douglas, and the 
11 p.m. Report with Don Richards’ 
presentation of world, national and 
local news, John Douglas’ weather 
forecast and Dan Daniels’ rundown on 
sports, 15 minutes Monday through 
Saturday. A Sunday 11-11:15 p.m. 


news round-up by Steve Cushing is 
presented, followed by a quarter-hour 
sports report by Arch McDonald. 

A total of 29 newscasts for an over- 
all six hours of news is programmed 
by wsau-Tv Wausau, Wis., under the 
news directorship of Walter John Chil- 
sen. “Probably our most successful 
news show,” says Thomas E. Bolger, 
promotion manager for the station, “is 
Blatz Five Star Final, scheduled at 
6:05 p.m., a program that combines 
live and film and is on nightly with 
regional and state news.” 

wsJs-Tv Winston-Salem carries 44 
news programs each week. They are: 
Today’s News at Home, at 7:55 and 
8:55 a.m., totaling 10 shows; On the 
Farm, at 1-1:15 p.m., totaling five 
programs; The News, 6-6:15 p.m., five 
programs, and The Weather and 
Sports with Ulrich, adding up to five 
programs each and following The 
News in that order. Saturday and 
Sunday there are sign-on and sign-off 
summaries, of five minutes’ duration 
each, for a total of four more news- 
casts. 

KIMA-TV Yakima, Wash., proffers an 
even dozen news programs weekly— 
The World Tonight, across-the-board 
at 6:30-7 p.m.; Heidelberg News Desk, 
ditto at 10:30-10:35 p.m.; Sunday 
Newsreel, at 7-7:30 p.m., and five 
minutes of news round-up at 10:55 
a.m. Monday through Friday. In 
charge of these shows is John Knievel 
as news director. 








Editors (Cont. from page 40) 


KONO-TV—Key Herbert 
woalr-tv-—Henry G. Howell 


Texarkana 

Kcmc-TV— Bill Gill 
Tyler 

KLTV—Ralph Coleman 
Waco 

KwrTx-Tv- —-Reid Collins 
Weslaco 


Krcv-Tv--Brad Smith 
Wichita Falls 


KFDx-TV—Norman Duncan 
Kyps-tv— Bill Hood 


UTAH 


Salt Lake City 
KSL-Tv—Rulon Bradley 
KutvV—Doug Mitchell 


VERMONT 


Burlington 
wcax-tv—J. A. Sullivan 
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VIRGINIA 
Bristol 


wcyB-Tv—Donald W. Greene 


Harrisonburg 

WsvA-TV—Wip Robinson III 
Lynchbure 

wLva-tv—Rod Lea 
Norfolk 

wvec-tTv—Lewis T. Jester 
Petersburg-Richmond 

WXEX-TV—Stan Losak 
Richmond 

wrvaA-Tv—George Passage 

wtvr—Roy Roman 
Roanoke 

wopsJ-tv—Don F. Murray 

wsts-Ttv—Thomas S. Wright 


WASHINGTON 
Bellingham 
KVOs-Tv—Don Bryce 
Pasco 
KEPR-TV—Dean Mitchell 
Seattle 


KOMO-tTv—Herb Robinson 
Seattle (Tacoma) 

KING-Tv—Charles Herring 
Spokane 

KHQ-tTY—Patrick J. Cullen 


KREM-TV—Richard Hoover 
Yakima 
KIMA-TV—J ohn Knievel 


WEST VIRGINIA 


Bluefield 
WHIS-TV—Mel Barnett 
Charleston 
WCHS-TV—Bob Boaz 
Clarksburg 
wsoy-tv—Peter Lyman 
Fairmont 
wyps-Tv—Robert Frazier 
Huntington 
WHIN-TV—Arthur Smith 
wsaz-tv—Nick A. Basso 
Parkersburg 
wtaP—Tom Clark 
Wheeling 


wtrF-tv—George Diab 


WISCONSIN 


Madison 
wmtv—Jerry Harper 
Marinette 
woBv-tTv—Bill Liegeois 
Milwaukee 
WISN-TV—Don O'Connor 
WTMJ-Tv—Jack Krueger 
wx1x—Robert Herzog 


Milwaukee 
(Whitefish Bay) 
witi-tv—Stu Armstrong 
Wausau 
WSAU-TV—Walter John 
Chilsen 


WYOMING 


Casper 
KSPR-TV—Fred Meeks 
Cheyenne 
KFBc-TV—John Kirkwood 


ALASKA 


Anchorage 
KENI-Tv—Charles M. Gray 
KTvA—Bill-Gerald 

Fairbanks 
KFAR-TV—Don Bullock 
KTVvF—Walter A. Welch 


HAWAII 


Honolulu 
KGMB-TV— Wayne Collins 
KULA-TV—Wright Esser 


PUERTO RICO 


San Juan 
WKAQ-TV—Evelio Otero 








TELEVISION AGE 


yndicators of half-hour film series 

are becoming more and more 
alert to the need for new programming 
the year-round. “The television film 
industry must gear itself more real- 
istically to seasonal buying patterns,” 
commented Maurice Unger, vice pres- 
ident in charge of production for Ziv 
Television Programs, Inc. “The con- 
centration of sales and production dur- 
ing the spring and summer months 
must change. Tv programs can’t be 
rushed out a few weeks before air date. 

“Production has been geared to the 
fall-to-spring program season, now an 
established pattern on the network 
level,” Mr. Unger continued. “This 
leads to waste, confusion and plain bad 
programming. Every year at this time 
we read of early cancellations and 
hasty scrambles for substitute shows. 
The replacements must be thrown to- 
gether as quickly as the rush-jobs they 
replace. For syndicated series, year- 
round production is even more vital. 
Slowly, but perceptibly, buying pat- 
terns are changing on the spot level. 
We (at Ziv) no longer think of fall as 
the only time for releases.” 

As proof of this, the newest Ziv 
series called Target is being readied 
for release around March. Drewrys 
Ltd. has already bought the show in 
14 markets in Indiana, Illinois and 
Michigan. Another brewery, Olympia 
will sponsor the show in 35 markets 


December 30, 1957 


a review of 
current activity 
in national 
spot tv 


on the West Coast (see Spot Report 
Dec. 16). 

Another Ziv series called Sea Hunt 
will be ready for release around late 
January and again beer companies are 
among the present buyers—Anheuser- 
Busch and G. Heileman. Anheuser- 
Busch is also sponsoring for an early 
spring start a new MCA-TV series 
called Mickey Spillane’s Mike Ham- 
mer, as is Marlboro. Official! Films’ 
new series, Big Story, is another ex- 
ample of property that has been made 
available during the year. California 
National Productions (NBC Film) has 
an announced policy to stagger its re- 
leases during the year. This is true of 





Mark Byrne, vice president of William 
Esty Co., New York, has been ap- 
pointed director of media. Mr. Byrne 
has been with Esty for the past 10 
years. 





REPORT 


most of the top syndicators, all of 
whom release they must, in the words 
of Ziv’s Maurice Unger, “maintain a 
flow of strong, quality programming 
throughout the year.” 


AMERICAN CHICLE CO. 


(Dancer-Fitzgerald-Sample, Inc., 

fie gh 

The company will end its short hiatus 

for DENTYNE in early January. It 

will be running schedules in approximately 
the same 65 markets it used last year, 
with some changes, additions and deletions. 
The schedules consist of minutes and 20's. 
Martin Bruehl is the timebuyer. 


AMERICAN SUGAR CO. 
(Ted Bates & Co., Inc., N. Y.) 


Some renewals and some new activity has 
already begun for DOMINO. Bob Gruskay 
is the timebuyer. 


AMERICAN TOBACCO CO. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

In mid-January, PALL MALL schedules 
will get going in New York, Chicago, 
Los Angeles, Philadelphia, Boston and 
Detroit. Jack Canning is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(Gardner Advertising, St. Louis) 


The beer firm is continuing to make 
purchases of film half-hours. The latest is 
the MCA TV, Ltd. upcoming series, 
Mickey Spillane’s Mike Hammer, which 
will be promoting BUSCH BAVARIAN 
beer in markets in Arkansas, Illinois, lowa, 
Kansas and Missouri. It is understood 

that Anheuser, through D’Arcy in St. 
Louis, bought the series for BUDWEISER 
beer in other markets, to be announced. 
Grace McMullan is the chief timebuyer 

at Gardner. 
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The dynamic Twin Cities of the South, Tampa-St. Petersburg are the center of a prosperous INTERURBIA of 


contiguous cities and communities that soon will extend from Sarasota to Jacksonville! Dominate the 34th retail 
market* with consistently top rated WTVT! 


* Sales Management’s Survey of Buying Power, May 1957 


The WKY Television System, Inc. WKY-TV and WKY Oklahoma City +* $WSFA-TV Montgomery 
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TAMPA = ST. PETERSBURG 
NOW lOth IN 
RETAIL SALES PER CAPITA 


(U. S. Department of Commerce) 


Latest Pulse 
proves: 

23 of 25 
top shows 
are on 


Represented by the Katz Agency 
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ART CRAYON CO., INC. 
(Friend-Reiss Advertising, N. Y.) 


As reported in Spot Report Nov. 18, the 
company began spot schedules for its 
SARGENT WASH OFF crayons in New 
York and Philadelphia. Beginning Jan. 15, 
the firm will make placements in 10 
additional markets, to be determined. Ed 
Ratner, vice president and tv-radio director, 
is the timebuyer. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 


Avon is going to equal or even surpass 
its fall 1957 spot campaign, beginning 
in mid-January. The company will be 
running schedules of day and night minutes 
and 20’s in from 105 to 110 markets. These 
will last from 13 to 15 weeks. Rudy 
Klagstad, media director, is the timebuyer. 


BARRICINI CANDIES, INC. 
(Emil Mogul Co., Inc., N. Y.) 


The company is completing its plans for 
1958. It has stores now all along the 
Atlantic coast and it expects to come inland 
in 1958 as it starts expanding nationally. 
In the media picture, tv spot has a strong 
chance of getting a good share. Joyce 
Peters is the timebuyer while Elaine 
Whalen is taking her leave of absence. 


BEECHNUT PACKING CO. 
(Young & Rubicam, Inc., N. Y.) 


At this point the company is running 
radio spots. But tv spot activity is expected 
before long. William Dollard is the 
timebuyer. 


BOYLE-MIDWAY, INC.. Subsidi- 
ary of American Home Products, 
Ine. 


(Geyer Advertising, Inc., N. Y.) 


For AEROWAX and two of the company’s 
other products, Boyle-Midway is looking 
for alternate week half-hours in 14 
selected markets. It wants these to start 
in early January and to run for 13 weeks 
or longer. Ed Richardson is the timebuyer. 


CDR ROTORS 
(Friend-Reiss Advertising, N. Y.) 


The campaign for this firm’s signal-booster 
(see Spot Report Nov. 18) has been 
expanded. Five new markets have been 
added recently, bringing the total to 43. 
Ed Ratner, vice president and tv-radio 
director, is the timebuyer. 


CADBURY-FRY, LTD. 
(Charles W. Hoyt Co., Inc., N. Y.) 


The company decided in favor of coming 
back into spot tv in 1958. Starting in 
early January, it will run 12 weeks of 
20’s and ID’s in kid shows in its four 
markets. Doug Humm is the timebuyer. 


CARTER PRODUCTS, INC. 


(Dancer-F itzgerald-Sample, Inc., 
N. Y.) 


Carter is picking up new schedules as 
it also renews its nighttime placements 
for ARRID WHIRL-IN. Walter Harvey 
is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Ted Bates & Co., Inc., N. Y.) 


There will be much activity for FAB and 
DENTAL CREAM beginning the first of 
the year. These placements will run at 
least 26 weeks. Eileen Greer is the timebuyer 
Sire FAB, Charles Theiss on DENTAL 
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Janet Murphy, timebuyer at Lawrence 
C. Gumbinner, recently joined the 
agency and is buying on American 
Tobacco Co.’s Tareyton. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 

The AD DETERGENT spots are starting 
in mid-January in about 50 markets. 
These schedules consist of day and night 
minutes and 20’s and are set to run for 
26 to 52 weeks. Sally Reynolds is the 
timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


For the new year there has been some 
revising of the renewed schedules for 
all Continental products. In the overall, 
however, the result has been a slight 
setback of activity in spot tv. Bob Graf 
and George Detelj are the timebuyers. 


G. N. COUGHLAN 
(Riedl & Freede, Inc., Clifton, N. J.) 
This maker of CHIMNEY SWEEP is 


using minute schedules on wcco-Tv 
Minneapolis-St. Paul and wosJ-tTv 
Roanoke. These began Nov. 1 and will 
end Jan. 28. Robert Anderson is the 
timebuyer. 


DREWRYS LTD. 


(MacFarland, Aveyard & Co., 
Chicago) 

This beer distributor bought the new 

Ziv film show called Target for a showing 
in 14 markets in Indiana, Illinois and 
Michigan. The film should be ready for 
telecast in March. Beverly Hicks is the 
timebuyer. 


EL AL ISRAEL AIRLINES 
(Doyle Dane Bernbach, Inc. N. Y.) 


Right now this airline is running print 
campaigns in Chicago, Los Angeles, 
Cleveland and Philadelphia. There is a 
possibility that in the future it will turn 
to spot tv in these and other major markets. 
Jan Stearns is the timebuyer. 


EMERSON DRUG CO., subsidiary 
of Warner-Lambert Pharmaceu- 
tical Co. 


(Lennen & Newell, Inc., N. Y.) 


For BROMO SELTZER the firm has 
ordered a renewal on wstv Charlotte, N.C. 
for the half-hour film, J Search for 
Adventure. However, as yet no alternating 
sponsor has been found so this remains 

in abeyance. No definite plans as to what 
the company will be doing in its 

other markets. Jeanne Jaffe is the timebuyer. 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 


At this point the decision is to replace 

the departing Golden Playhouse with 
waves of announcement schedules pin- 
pointed to special campaigns. The first 
of these is likely to be for the early 
spring when the roads open up to heavier 
traffic. Sy Goldis is the timebuyer. 


EX-LAX, INC. 
(Warwick & Legler, Inc., N. Y.) 


In early January this firm gets started 
with schedules of minutes, 20's and ID's, 
mostly daytime. This campaign will run 
for 13 weeks in at least 25 markets. 
John Hughes is the timebuyer. 


FAMILY CIRCLE, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


Just as it did in November, this magazine 
ran announcements in about 35 markets 
on Dec. 26 & 27. Ed Argow is the 
timebuyer. 





WJIM-TV Policy 


wJIM-TV Lansing-Flint has an- 
nounced a new policy in its rela- 
tion with the three networks. 

Effective January 1, the station 
will accept orders from all net- 
works on an equal basis. Cur- 
rently the station is scheduling 58 
hours a week from NBC-TV, 24 
from CBS-TV and 14 from ABC- 
TV. There is-a basic NBC-TV 
contract and basic option con- 
tracts with CBS-TV and ABC-TV. 
At the first of December, wJ1m- 
tv had orders on hand for all 
NBC-TV programs, 71 per cent 
of all CBS-TV programs and 87 
per cent of the ABC-TV com- 
mercial schedule. 

Harold F. Gross, president of 
Gross Telecasting, Inc., says, “We 
have a full 18-hour daily sched- 
ule with every period occupied 
by either network or local pro- 
gramming and have an unfilled 
order list of 60 programs from 
the three networks. An important 
part of our audience is limited 
to single-station reception and we 
feel that in the public interest we 
should present a_ well-balanced 
schedule of the best programs 
from all the networks. 

“This new policy will permit 
us to do this as we will not be 
obligated by basic requirements.” 




















ALLAN KLAMER is taking over 
as timebuyer on Slenderella Inter- 
national at Management Associates, 
New York. He replaces JOHN CUR- 
RAN who is leaving for a six months’ 
army tour-of-duty. 


JEANNE SULLIVAN, formerly 
chief timebuyer at Norman, Craig & 
Kummel, New York, is now buying 
time for Lever Brother’s Breeze at 
Sullivan, Stauffer, Colwell & Bayles, 
that city. 


DAN POTTER has been promoted 
from director of broadcast media at 
Norman, Craig & Kummel, New York 
to head the agency’s new Corporate 
Media Planning and Analysis De- 
partment. GLADYS YORK, rejoining 
NC&K after a brief absence, has been 
appointed chief timebuyer. 


BILL KENNEDY, buyer for Sev- 
en-Up at the Chicago office of J. 
Walter Thompson, is moving to Mc- 
Cann-Erickson. 


STAN KREISER, who had been 





Personals 


assistant buyer of Regular Maxwell 
House at Benton & Bowles, New 
York, has been promoted to full time- 
buyer on General Foods Bliss and 
Yuban Coffee. He replaces DICK 
WALKEN who has been appointed 
timebuyer on Regular Maxwell House. 
Mr. Walken, in turn, is replacing 
ROGER CLAPP who is buying on 
Gaines now that BOB MEYERS has 
resigned. 


LOU ROSSILLO, formerly with the 
American Broadcasting Co., has joined 
Regal Advertising Associates, New 
York as a television timebuyer. As- 
signed to Exquisite Form bras and 
Silf-Skin girdles for the 
he'll be acquiring additional accounts 
in the near future. 


present, 


E. LOUIS FIGENWALD has joined 
Lee-Stockman Inc., New York as 
executive vice president in 
of television and radio. Mr. Figenwald, 
who was Allen 
Christopher Co., will be supervising 


charge 
formerly with the 


all timebuying at the agency. 








FLORIDA CITRUS COMMISSION 
(Benton & Bowles, Inc., N. Y.) 


There is spot action coming from this 
account at last. It is now running short 
campaigns—four weeks and more—using 
morning times and live commercials. 
Jack Giebel is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
There is activity in several areas for 


POST CEREALS. Bob Innes is the 
timebuyer. 


GROCERY STORE PRODUCTS 
(Ted Bates & Co., Inc., N. Y.) 


The CREAM OF RICE campaign for 
1958 gets under way early in January 
and is set to run for 22 weeks. Most of 
the same markets used before are included 
with some new ones added. Bob Gruskay 

is the timebuyer. 


ROBERT HALL CLOTHES, INC. 
(Frank B. Sawdon, Inc., N. Y.) 


This firm is now going over its upcoming 
spring plans. As usual the campaign 

will break as early as February which 
means that the buying is to get going 

fairly soon. Jerry Bess, vice president in 
charge of tv and radio, is the contact. 


ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


As mentioned in Teles-cope Dec. 16, 

this firm is setting up schedules for 
1958. The campaign will get under way 
in mid-January, exact number of markets 
not revealed but it will be somewhere 


around 50. No definite word as to length 
of schedules. Gary Pranzo is the timebuyer. 


CHARLES B. KNOX 
GELATINE CO. 


(Charles W. Hoyt Co., Inc., N. Y.) 


As indicated in Spot Report Dec. 16, 
this firm will be using spot. It is placing 
new orders for 13 weeks in the same 
six markets that Knox used in its 1957 
last-quarter campaign and again using 
daytime 20’s and ID’s. Doug Humm is 
the timebuyer. 


E. J. KORVETTE CO. 


(William Warren, Jackson & Delaney, 
N. Y.) 


This discount house just appointed the 
agency to handle its advertising. On Jan. 
6 the company will begin schedules of 
ID’s in New York. Similar activity is 
expected to follow in Hartford and 

Philadelphia. Harry Solow Jr., partner 
and account executive, is the contact. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 


The week of Jan. 12 will see the start 
of daytime schedules in selected markets 
for IMPERIAL MARGARINE. Penny 


Simmons is the timebuyer. 


LEVER BROS. CO. 
(Sullivan, Stauffer, Colwell & Bayles, 


Fac. 23) 

The first of the series of six-week 
flights for BREEZE gets launched early 
in January in about 40 markets. Daytime 
minutes will be used. Jeanne Sullivan is 
the timebuyer. 


MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N. Y.) 


The campaign for this company is set 
up in around 40 markets and it consists 
of minutes and 20's. Len Soglio is the 
timebuyer. 


MORTON FROZEN FOODS, 
division of Continental Baking 
Co. 

(Ted Bates & Co., Inc., N. Y.) 

The 1958 campaign should be getting 
under way in February. There seem to be 
no drastic changes in plans for this 
effort. Len Soglio is the timebuyer. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 
Another six-week campaign for PEPTO 
BISMOL will be launched in Jan. 12 

in around 50 markets. The company is 
using one prime 20-second announcement 


per week. Helen Kowalsky is the timebuyer. 


READER’S DIGEST 
(Schwab & Beatty, Inc., N. Y.) 


The January push for the magazine is 

a big one. The usual one-week effort 
consists of 20’s and ID’s placed at night. 
Chuck Alexander is the timebuyer. 


meneanvanenneneneacansanenssvnenciocucanooneneey 


*“So Much’’ 


A 24-page booklet promoting 
its programming has been dis- 
tributed by wrsM-tv_ Indian- 
apolis. 

Going out to 3,000 civic, gov- 
ernmental, educational and adver- 
tiser contacts of the station, the 
booklet has pictures and brief 
text around program highlights. 
Features include NBC-TV shows, 
The Strange Case of the Cosmic 
Rays, The Innocent Years, Omni- 
bus, Pinocchio, Annie Get Your 
Gun and others. Local coverage 
on the Indianapolis floods and 
Asiatic flu are also featured. 

In a foreword to the booklet, 
which is titled For the Asking, 
Eldon Campbell, vice president 
and general manager of WFBM- 
TV says: 

“At no time in the history of 
mankind has so much informa- 
tion, so much knowledge, so 
much entertainment been so read- 
ily available to so many people as 
now. The difference is television.” 
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No selling campaign 
is complete without 
the WBC stations. 


ne Great CBS 
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REVLON PRODUCTS CORP. 
(Emil Mogul Co., Inc., N. Y.) 


As mentioned in Spot Report Sept. 23, 
TOP BRASS schedules are now going in 
West Coast markets. They were first 
tested in Atlanta, Cincinnati and Denver 
along with radio and newspapers. This 
agency has as many as five new Revlon 
products, a few of which are already 
being tested. Ed Tashjian is the timebuyer. 



































R. J. REYNOLDS TOBACCO CO. 
(William Esty Co., N. Y.) 


The company has already started its 

buying of half-hour time for film shows 
which it will sponsor on 26 alternate 
weeks. The first buys were in southern 
markets. Hal Simpson is the timebuyer. 


SLENDERELLA INTER- 
NATIONAL 


(Management Associates, Inc., 
Stamford ) 
After reviewing its 1957 advertising results, 






custom made 


TELEVISION 
COMMERCIALS 


Animation Inc. 
S564 
melrose ave. 
hollywood 46, 
california 





WDXI-TV 


JACKSON, TENNESSEE 




















Covering half million 
people in the mid-South 


CHANNEL 7 
Represented by Venard, 
Rintoul & McConnell, Inc. 
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WSAZ-TV’s art director. 





WSAZ-TV Plays Host 


New York time buyers early this month junketed to Huntington, 
W. Va., for a tour of the surrounding industrial area and facilities 
of host station wsaz-Tv. Below, the station’s scenic and art depart- 
ments are inspected by (I. to r.) Charles Buccieri, Ted Bates; Dorothy 


Houghey, Grey Advertising; M. T. Membrado, Katz Agency; Jane 
Podester, McCann-Erickson; Leonard Soglio, Ted Bates; Jackie Moore, 
BBDO; Gertrude Scanlan, BBDO; Bennett Schaeffer wsaz-Tv’s scenic 
designer L. H. Rogers, WSAZ, Inc.’s president; and Shawkey Saba, 


The visitors toured the Kanawkha and Central Ohio valleys and 
took a look at Charleston’s heavy industry. Before boarding special 
train cars for the return to New York, the agency folks were enter- 
tained at dinner in the home of station president Rogers. 


he 








this company decided that it will be 
using more spot tv this year than ever. 
It will get started slowly using filmed 
commercials on hand. The company is now 
in the process of getting more filmed 

spots ready and then it will increase its 
placements, hoping to reach full national 
coverage. Allan Klamer is the timebuyer. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 
Schedules for INSTANT CHASE & 
SANBORN are set in a large list of 
markets, starting Jan. 12 for 13 weeks. The 
company is using minutes and 20's. Bob 
Liddel is the timebuyer. 


TAYLOR-REED CORP. 
(Hicks & Griest, Inc., N. Y.) 


The company is running participations 
now in kid shows in the following 

markets: Boston, New Haven, Hartford, 
New York, Philadelphia, Washington, 
Baltimore, Cincinnati, Cleveland, Detroit, 



















D. C., District 7-1957. 





PROGRAMMING AND PRODUCTION: Analysis of program procedures; local 
program ideas; program scheduling; improving audience ratings; improving production 
techniques; efficient use of manpower; evaluation of performance standards of pro- 
duction/programming personnel. Write or phone: Richard P. Doherty, TELEVISION- 
RADIO MANAGEMENT CORPORATION, 1816 Jefferson Place, N.W., Washington, 
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Chicago and Providence. It will continue 
in these markets in 1958 and is deciding 
whether it will expand. The decision should 
be known by publication date. Vince Daraio 
is the timebuyer. 
. ' 


WARD BAKING CO. 
(J. Walter Thompson Co., N. Y.) 


The Ward spots in a full list of markets 
get going on various dates, the earliest 
of which is the first of January. The 
placements will run from seven to 13 weeks 
and will consist of night and day 
minutes and 20’s. Mario Kircher is 

the timebuyer. 


WILLYS MOTORS, INC. 


(Norman, Craig & Kummel, Inc., 


N. Y.) 


There is no definite word yet as to 
what this firm will do in spot. It may 
spot its ABC network show Maverick in 
markets not covered by the network or 

it may use spot schedules or both. Gladys 
York, chief timebuyer, is the contact. 


WOLFE BRAND CHILE 
(Rogers & Smith, Dallas) 


If the present plans go through, this 
firm should be starting six-weeks of spot 
schedules in the southwest area soon 
after the first of 1958. Howard B. Fisher, 
manager tv-radio, is the contact. 





Looked at by 


NEW ENGLAND 


MORE and MORE! 














































CHANGING 
TELEVISION 
MARKETS 


One of a series: 


New England states 


Boston, New England’s “Hub” —and all New 
England—is booming, growing, changing. 


New history is being made every day—sales 
history of advertisers who move in to capture 
Boston, the rich 6th U. S. Market. 


More and more, WBZ-TV is the big gun they 
use, as Boston watches Channel 4 more and 
more. 


WBZ-TV was first in the regular ARB full- 
week ratings in October, °57. Led again in the 
regular November (6th-12th) full-week ARB. 
Carries 7 of the top 10 syndicated shows .. . 
the top-rated newscast . . . the highest-rated 
feature film shows. 


When you set up schedules for the important 
6th U. S. Market, remember that in Boston 
and all New England . . . no selling campaign 
is complete without the WBC station . . . 


























Thaddeus sees Red 


and covers the 11th largest TV market with one station ! 






Rhode Island Red impresses on time buyer Thaddeus O. Thistlethwaite the 
fact that WJAR-TV’s primary coverage area includes, not just Providence 
but all southeastern New England, including Boston, Fall River, New Bedford, 
Worcester! Call your Petry man and let him show you just how much extra 
coverage you get with WJAR-TV in the Providence market! 











In the Providence market . 


\WJAR-TV | 


is cock-of-the-walk 


1 in station coverage! 
y 





CHANNEL 10 * PROVIDENCE, R.I. > NBC*-ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
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One of a series: 
Changing Television 
Markets 


istory-steeped New England, home of the Pil- 
| grim Fathers, and seat of some of the first 
experiments in religious and personal liberty in 
the new world, is also the birthplace of many of 
the material things that have made America great. 

For it was here that American industry was 
first cradled, and here that many of its processes 
and skills were first developed successfully to 
spread to other parts of the nation and to the 
world. 

It was here that Eli Whitney’s principle of in- 
terchangeable parts was first conceived and ap- 
plied to the firearms industry—a principle that 
was later used by nearly every mechanical indus- 
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and States 


Industrial advances lead easternmost area of U.S. into a new prosperity 


try, notably in the building of automobiles. En- 
gines and machines for industry were first built 
in New England. Here were the pioneer cotton 
mills, power looms, the precision tool factories, 
the watch and clock makers. Here American sil- 
versmiths perfected their art for the first time. 
Paper making in the new world began in this 
area. 

Because of its hoary history, modern Americans 
in other parts of the country are sometimes all 
too prone to overlook the importance of this six- 
state area today. 

New England’s history, although it covers a 


greater span of years than some other areas, has 








been one ot steaay growth and prog- 
ress. And its future today, most stu- 
dents of economic trends believe, is 
brighter than it has been since the 
turn of the century. 

New England’s prosperity and 
promise of even greater growth and 
wealth in the future is based on many 
things, but mostly on the amazing 
diversification which its industries have 
undergone in the past two decades. 
While the area still has its important 
textile and paper mills and big shoe 
factories, there are literally thousands 
of additional businesses that have 
sprung up to supply the modern world, 
taking advantage of plentiful New 
England skilled labor, abundant water 
power and raw materials as well as 
the shipping facilities of both land 
and sea. 


Diversi ion 


Industry, in this area, today ranges 
from aircraft engines to wood products, 
from electronic components to builder’s 
hardware. Here skilled craftsmen make 
many of the nation’s tools, its type- 
writers and computing machines, the 
intricate watch mechanisms which 
literally make many of the nation’s new 
defense mechanisms tick. Brass and 
copper products, ball bearings and 
fire arms come from Connecticut. 
Ships, and oil cloth, as well as textiles, 
come from Maine. Massachusetts pro- 
duced more than a fifth of the nation’s 
shoes last year. New Hampshire makes 
machinery and leather goods, and 
Rhode Island produces jewelry, rubber 
and metal products. 

The six New England states have 
always been, and continue to be, im- 
portant in agricultural production. 
Excellent and plentiful garden and 
vegetable crops are raised near the 
metropolitan areas. Poultry and dairy 
farms abound everywhere. Connecticut 
has tobacco as well as orchards. Maine 
supplies 75 per cent of the nation’s 
blueberry crop and is famous for its 
potatoes and apples. Massachusetts 
has cranberries, tobacco and fruits. 
New Hampshire has important berry 
and other fruit crops. 

The sea, which brought the first 
settlers to the area, has always been 
an important source of its wealth. 
All of the states except Vermont have 
important ports. Shipbuilding is, as 
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ever, a big industry and fishing sup- 
plies food and oil, not only for the 
New England states, but much of the 
rest of the country as well. 

There are plentiful natural resources 
including timber in quantity, water 
power, granite cement, lead, copper, 
zinc, sulphur, feldspar, beryl, abrasive 
garnets, mica, opals and many others. 

Maine, Vermont and New Hamp- 
shire in particular are filled with 
favored vacation areas. Their plenti- 
ful forests, lakes and mountains offer 
inducements to both the summer and 
winter vacationers, who come from 
all parts of the country to pour extra 
millions into these states. 

New England’s growth has been 
steady, although not spectacular in 
modern times. All of the states except 
Vermont were first settled in the first 
half of the seventeenth century with 
Massachusetts first in 1620, then New 
Hampshire 1623, Maine 1624, Con- 
necticut 1635, Rhode Island 1636 and 
Vermont, which was at that time an 
inland wilderness, in 1724. 

Four of the states were in the origi- 
nal 13 colonies. Connecticut was 5th 
of the 13, Massachusetts was 6th, 
New Hampshire 9th, and Rhode Island 
13th. Vermont became the 14th state 
in the union and Maine the 23rd. 

By 1800 the population of the six 
New England states had reached 
1,233,001. Fifty years later it had 
more than doubled to 2,728,116 and by 
1900 had doubled again to 5,591,957. 
Growth continued at a rapid pace and 
in 1930 the total number of persons 
had reached 8,166,341. In 1950 it was 
9,314,253 and today is estimated at 
9,899,000. This is 5.8 per cent of the 
total for the country. 

Effective buying income for the 
area is $18 billion and retail sales 
are more than $12 billion. 

Massachusetts has the biggest pop- 
ulation with 4,930,000 persons, or 
2.9 per cent of the national population. 


The effective buying income in Massa- 
chusetts is estimated at over $9 billion, 
or nearly 3.2 per cent of the national 
buying income. The per capita buying 
income is $1,842 and the per family 
is $6,311. In retail sales Massachusetts 
totals over $6 billion and in per-fam- 
ily sales $4,249. The state is seventh 
in the nation in this category. Retail 
sales amount to 67.3 per cent of family 
income. 

Next largest in population is Con- 
necticut, with 2,311,900 people, or 1.6 
per cent of the nation. The effective 
buying income is over $5 billion, or 
1.8 per cent of the U. S. The per- 
capita buying income is $2,226, higher 
than any other state, and the per-family 
income is $7,614, also the highest of 
any commonwealth. In retail sales 
Connecticut totals $3,181,000,000. It 
is third in the nation in per-family 
sales with $4,706. Retail sales amount 
tn 61.8 per cent of family income. 


Maine Statistics 


Maine, with 903,200 persons, is the 
next largest in population. The effec- 
tive buying income in Maine is $1.3 
billion. The per-capita buying income 
is $1,475 and the per-family income 
$5,200. In retail sales Maine has a 
total of over $1-billion with per-family 
retail sales of $4,016. 

Rhode Island is heavily populated 
for its small size with 823,300 per- 
sons. The effective buying income is 
$1.5 billion. Per-capita buying income 
is estimated at $1,831 and per-family 
income $6,248. Retail sales total over 
$900 million and per-family retail 
sales are $3,847. 

New Hampshire has 555,300 popu- 
lation and an effective buying income 
of $881 million. The per-capita buy- 
ing income is $1,587 and the per- 
family $5,403. Retail sales total $659 
million and per-family sales $4,045. 
The state is 18th in per-family sales, 
spending 74.8 per cent of income. 





CONNECTICUT MARKET DATA BY COUNTIES 


—Effective Buying Income— Total 
Net Retail Auto- 
Pop- Dollars Per Per Sales Food Dru: 
Counties ulation ($000) Capita Family ($000) ($000) ($000) (5008) 
PE deck beasawe 595.9 1,488,720 2,498 8.526 880,917 220,923 146.218 28,916 
PE. pedcewedon 625.6 1,454,663 2,325 8,001 877.258 187,701 146,917 33.059 
Litchfield. ...,,.... 111.6 217,680 1,951 6,479 144,655 37 , 86: 28,690 4,856 
iddlesex.......... 75.5 144,255 1,911 6,773 97,275 21,379 20,230 3,485 
New Haven......... 611.9 1,312,830 2,145 7.281 842.299 201,288 137,838 448 
ew London........ 165.4 297,354 1,798 6,144 215,321 48,819 34,527 5,575 
SL: ahah mild aed 56.6 111,585 1,971 7,439 41,141 10,002 7,793 1,129 
Windham. ......... 69.4 118,894 1,713 5,689 82,208 19,702 16,945 1,818 
The figures in the above table are reprinted with ission of Sales Mi t M: ine, the copyright 
owners, from the May 1957 Survey of Buying Power; further reproduction not li d 
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Vermont has 375,400 people. Ef- 
fective buying income is $529 million 
with per-capita buying income $1,409 
and per-family $5,029. Retail sales 
total $429 million and _per-family 
sales $4,082. The state is 15th in the 
nation in per-family sales, spending 
81.1 per cent of its income in this 
way. 

While there are great differences 
between the thickly populated Massa- 
chusetts- Connecticut-Rhode Island 
group and the open areas of the 
Maine-New Hampshire-Vermont trio, 
there are great similarities too. There 
is kinship in origins and ambitions, in 
climate and topography. And of late 
years there is a new progress in all 
of these states that is bringing outside 
money and modern enterprises into 
each. 

Most of these new gains have been 
made since the advent of television. 
The sight, sound and motion medium 
has caught the imagination of the 
average New Englander and given 
advertisers a powerful tool with which 
to promote products and 
sales. 


increase 


21 Stations On Air 


Today there are 21 commercial 
stations in the six states, blanketing 
every portion, and extending their 
coverage areas into neighboring states 
and into Canada. Television homes in 
the New England states are estimated 
to total 2,400,000 with some 18,000 
owning color receivers. 

Taking up, in alphabetical order, 
the states and television cities in each 
which make up this important area, 
brings the picture of the six-state 
market into sharper focus. 

Bridgeport, in Connecticut, is the 
center of a heavily populated area 
which includes important manufactur- 
ing plants such as Remington Arms, 
and Singer Sewing Machine. 

Bridgeport is in the Bridgeport- 
Stamford-Norwalk metropolitan area 
which includes a population estimated 
at 596,000 and an estimated buying 
income of $1.5 billion. 

The station in Bridgeport is wicc- 
Tv, channel 43, which is owned by 
the Bridgeport Broadcasting Co. It 
went on the air first in March 1952. 
Philip Merryman is president and 
general manager. Manning Slater is 
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commercial manager. The station is 
represented nationally by Adam 
Young. 

Telecasting with 1 kw visual and 
-5 kw aural power WICC-TV is an 
ABC-TV affiliate. Coverage is esti- 
mated by the station at 72,340 black 
and white sets. 

Hartford is the capital of Connecti- 
cut. It was founded as a trading post 
in the early 1600’s and became an 
important agricultural center. More 
than a century ago the area was in- 
dustrialized, becoming one of the first 
industrial areas in the country. It also 
became an insurance center. Both of 
these distinctions it has retained to 
this day. 

Among the nationally known prod- 
ucts manufactured in Hartford are 
Royal and Underwood typewriters, 
Gray Audiographs, Pratt & Whitney 
machine tools, Chandler-Evans fuel 
Henry & Wright 
presses, Kaman helicopters, Hamilton 
propellers, Colt firearms, Fuller 
brushes, Silex coffee makers, Maxim 
silencers, and others. 


control systems, 


Home office insurance operations 
are second only to manufacturing in 
economic importance to Hartford. 
Among the major companies having 
executive or American headquarters 


here are: Aetna, Connecticut General 
Life and Connecticut Mutual Life, Con- 
necticut Valley Mutual Hail Ins., Fire 
& Casualty Insurance, Hartford Fire 
Insurance, Insurance City Life Co., 
Metropolitan Fire Assurance, Mutual 
Insurance Co. of Hartford, National 
Fire Insurance, Northeastern Insur- 
ance, Peerless, Phoenix, Phoenix 
Mutual, and Travelers Insurance. 

Hartford and New Britain combine 
in a metropolitan area estimated at 
626,000 people with an estimated 
buying income of nearly $1.5 billion. 

There are three stations in the im- 
mediate Hartford area: WHCT, chan- 
nel 18, located at 555 Asylum St.; 
WNBC, channel 30, 1422 New Britain 
Ave., and wTic-Tv, channel 3, at 26 
Grove St. 

WHCT went on the air in Septem- 
ber, 1954 with the call letters weTu- 
tv. It was owned by General Tele- 
radio Corp. and the Hartford Times, 
a division of Gannett Publications. In 
September, 1956 the station was pur- 
chased by CBS-TV and the call letters 
changed to WHCT. 

WHCT operates on 214 kw visual 
and 98.4 kw aural power, and is, of 
course, a CBS-TV affiliate. More than 
350,000 receivers are included in the 
estimated’ coverage area. Harvey J. 





Connecticut Advertising Agencies 


Avon 


Edward Owen & Co., West Avon Rd. 


Beacon Falls 
Neary Adv. Agency, Pinebridge Section 


Bloomfield 
Charles Palm & Co., Jerome Ave. 


Bridgeport 

Park City Adv. Agency, 745 Hancock Ave. 
Rozene Advertising Co., 571 Fairfield Ave. 
Ted Sommers Inc., 1115 Main St. 


Danbury 


H. J. Benanti Associates, 291 Main St. 
Danbury Adv. Agency, 286 Main St. 


East Hartford 
Passante Co., 786 Connecticut Blvd. 


Fairfield 
Troland Inc., 80 Kings Highway Cutoff 


Greens Farms 


William Hill Field Adv., Post Rd. 


Hamden 
Peck Bros. Agency, 97 Thornton St. 


Hartford 

Advertising Art Agency, 742 Asylum St. 
Baker Adv., 36 Lewis St. 

Benton Berman Adv., 410 Asylum St. 
Charles Brunell Co., 37 Lewis St. 
Cronin & Co., 252 Asylum St. 
Graceman Adyvy., 983 Main St. 

Julian Gross & Assocs., 770 Asylum St. 
Hammer Co., 171 Church St. 

Kaufman Adv. Agency, 252 Asylum St. 
Arnold Kupper Adv., 354 Trumball St. 


Post, Johnson & Livingston, 297 Farmington 
Ave. 


F. W. Prelle Co., 95 Elm St. 
Merwin Owen Nair, 721 Main St. 
Randall Co., 75 Pearl St. 

Edward W. Robotham, 24 Lewis St. 
Selwyn & Schaechter, 119 Ann. St. 
K. C. Shenton Adv., 179 Allyn St. 
Jim Smith Adv., 410 Asylum St. 
Keith B. Smith Assoc. 

G. Frank Sweet, 10 Allyn St, 


Wilson, Haight, Welch & Grover 645 Farm- 
ington Ave. 








Struthers is general manager and La- 
mont Thompson sales manager. It is 
represented nationally by CBS-TV 
Spot Sales. 

Speaking of the Hartford market a 
WHCT executive says: “Hartford is 
Connecticut’s largest metropolitan 
market. It is an area of almost com- 
plete employment. The average 
hourly wage of the Hartford area 
factory worker exceeds the national 
average by 16 per cent. The per- 
family income of Hartford is $8,001, 
making Hartford third among national 
markets in per-family income. 

“Television saturation is almost 100 
per cent. We believe Hartford and the 
surrounding market is one of the 
nation’s top industrial and white collar 
areas. There is every indication that 
the Hartford economy will continue 
to improve and that television and 
television use will be expanded to the 
maximum.” 

WNBC, located in West Hartford, 
went on the air Feb. 13, 1953, the 
first uhf station in the New England 
area. It was sold by the Julian Gross 
interests to NBC-TV in December 
1956, and is now wholly owned by 
that network. WNBC is operating on 
210 kw visual and 102 kw aural power 
and covers an area estimated to con- 


tain over 350,000 black and white and 
950 color receivers. An NBC-TV 
network affiliate, it is represented by 
NBC Spot Sales. Thomas B. McFad- 
den is president, Peter B. Kenny vice 
president and general manager, 
George Lewis, local sales manager, 
John Shipley, operations manager and 
Gustave Narhan sales development 
director. 

“This station dares to do the un- 
usual,” Mr. Kenny says. “Such things 
as the Flood Telethon, staged five 
days after the flood of August 1955, 
with national entertainment head- 
liners appearing and which raised 
nearly a quarter of a million dollars 
for victims and the four-day outdoor 
Connecticut Valley Festival have 
helped to give us identification with 
the central Connecticut community. 
Hartford county, hub of our opera- 
tion, is a rare combination of highly 
skilled industry and agriculture, with 
buying income per-capita 14th in the 
country and per-family 13th. One of 


the oldest states, Connecticut \ still 
outstrips the national average in 
growth. 


“All factors,” Mr. Kenney concludes, 
“indicate that Connecticut will con- 
tinue to lead the nation in 
and productivity.” 


income 





Handling Television Accounts 


New Britain 
Hugh H. Graham & Assocs., 10 Railroad 
Arcade 


New Canaan 
Fred Rudge Assocs., 63 Park St. 


New Haven 


Haydon Co., 96 Grove St. 

E. J. Lush, 207 Orange St. 

Remsen Adv. Agency, 1853 Dixwell Ave. 
Claude Schaffner Adv., 65 Trumbull St. 
J. W. Shepard Co., 185 Church St. 


Old Greenwich 
Albert A. Kohler Co., 210 Sound Beach Ave. 


Orange 
Lengeler Adv., Box 689 


Ridgefield 
Frederick A. Spolene Co. 


South Norwalk 
Globe Adv., Railroad & Monroe: Sts. 


Stamford 
Moore & Co., 1700 Summer St. 


PS Advertising, 53 Prospect St. 
George S. Taube Assocs., 433 Main St. 


Stratford 
Watson-Manning Adv., 972 E. Broadway 


West Hartford 


Fairbairn & Co., 10 N. Main St. 

Joseph Krumholtz Adv., 254 Griswold Drive 
Jerry Lowengard Adv., 968 Farmington Ave. 
Wm. Schaller Co., 1245 Farmington Ave. 
R. H. Young & Assocs., 998 Farmington Ave. 


West Haven 
Ormsbee Assocs., 37 Water St. 


Westport 
Woodward & Bryan, 50 W. State 


Wethersfield 


Keith Smith & Assoc., 29 Kenwood Rd. 
Taylor & Greenough Co., 20-30 Beaver Rd. 


Windsor 
Pasco & Shepard, 19 Maple Ave. 


WTICc-Tv began operation in Sep- 
tember and telecasts on 100 kw vis- 
ual and 50 kw aural power to an area 
estimated to million 
black and white sets. The station is 
owned by the Travelers 
Co., of Hartford. 

Paul W. Morency is 


Walter C. Johnson vice president and 


include over a 


Insurance 
president, 


general manager and Irwin C. Cow- 
per general sales manager. The sta- 
tion is 


represented nationally by 


Harrington, Righter and Parsons. 


Prospects Bright 


area, Mr. 
Morency says: “There can be few, 
if any, areas in the country with 
brighter prospects for the future than 
southern New England. wric-Tv is 
centered in an area which leads the 
nation in both food and total retail 
sales per family. Connecticut, the 


Speaking of the 


core of the WTIC-TV coverage area, 
tops the national average of per- 
family income by 32.7 per cent. 

“Wide diversification of industry, 
general business, and farming keeps 
the market humming and stabilized. 
An ever-increasing prosperity makes 
it an ideal test market for new prod- 
ucts and new advertising techniques. 
With the advent of wTic-Tv, assur- 
ing good television reception in areas 
which heretofore were lacking, the 
prospects of television as the prime 
medium for advertising in southern 
New England appear particularly 
bright.” 

New Haven and Waterbury form 
a metropolitan area with an estimated 
population of 612,000 and an estim- 
ated buying income of $1.3 billion. 

New Haven is the home of the 
Winchester, Marlin and High Stan- 
dard arms companies, the New Haven 
Clock Co. and the New Haven 
Railway. Yale University was founded 
there in 1701. Waterbury is head- 
quarters for U. S. Time Corp., Lux 
Clock, Waterbury and Ingersoll as 
well as the Chase Brass and Copper 
Co. and other important industries. 

In New Haven the television sta- 
tion is WNHC-TV, 8, 1110 
Chapel St. It was first on the air 
June 15, 1948. It was sold to Tri- 
angle Publications Inc. June 20, 1956 
by the Aldo DeDominicis-Patrick J. 
Goode interests. The station telecasts 
on 316 kw visual and 158 kw aural 


channel 
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power to an area estimated to include 
974,000 black and white sets. It is 
affliated with ABC-TV and _ repre- 


‘sented nationally by the Katz 
Agency. 
Edward D. Taddei is general 


manager, Ben B. Baylor Jr. station 
manager and John F. Cundiff tv sales 
manager. 

In Waterbury waAtTR-Tv, channel 
53, is located at 440 Meadow St. 
The station went on the air in Sep- 
tember 1953 and operates on a 
power of 24.5 visual and 12.5 aural 
to an estimated 250,000 black and 
white sets. It is owned by Harold 
Thomas, who is president. Sam Elman 
is general manager and commercial 
manager. Burke-Stuart Co. represents 
the station nationally. 

Bangor, Maine, is the wholesale 
and retail distribution center for a 
wide area. Sales volume was esti- 
mated at $152 million in 1956. It is 
also the center of a thriving shoe and 
paper industry, as well as of a multi- 
tude of miscellaneous products, which 
together did a gross dollar volume of 


$25 million last year. 

Bangor is the center of a potential 
metropolitan area which includes 
110,700 persons and has an estimated 
buying power of $159 million. 


Vacationland 


It has a thriving vacation business, 
being the gateway to a hunting and 
fishing area and to the Bar Harbor 
and Moosehead Lake regions and re- 
ceives a fair share of the $250 million 
of new money which is brought into 
the state by vacationers each year. 
It is the site of Dow Air Base which 
is presently undergoing a major ex- 
pansion program. A Capeheart hous- 
ing project of 540 units for base 
personnel is scheduled for start of 
construction there early next year. At 
present the monthly payroll at Dow 
is more than $1 million and this 
promises to be increased as the base 
is enlarged. 

There are two television stations 
in the city, WABI-TV channel 6, and 
w-TWo, channel 2. 

WABI-TV is located at 55 State St. 


The station began operating in Jan- 
uary 1953 and is owned by Com- 
munity Telecasting Service, whose 
shareholders include Horace A. Hild- 
reth, William H. Rea, Charles L. 
Hildreth, Walter L. Dickson, Leon P. 
Gorman Jr., Carleton D. Brown and 
James F. White. The station telecasts 
with 30 kw visual and 17.9 kw aural 
power, covering an area estimated to 
include more than 100,000 black and 
white and 100 color receivers. 

George P. Hollingbery Co. is the 
national representative. NBC-TV is the 
primary network affiliation. Horace 
Hildreth is president, Leon P. Gor- 
man Jr. executive vice president, 
Walter L. Dickson, vice president in 
charge of operations, Richard B. 
Bronson, resident station manager 
and Robert C. McCausiand commer- 
cial manager. 

w-Two, 7 Main St. is owned by 
Murray Carpenter and associates. 
The station went on the air Sept. 12, 
1954 and operates with visual power 
of 14 kw and aural of 8 kw. Cov- 


erage area includes more than 100,- 





DO YOu LrtKE Mon xrEWwy ? 


What a happy coincidence! Up here in Maine, with a single swoop of 
salesmanship, you can encircle ten kingsize counties where half a million people 
were beaver-busy this past year earning themselves about $650,000,000 

(U.S. money). Maybe you've had market-myopia. Maybe you never knew Maine 
is so loaded with money. Comes out of the ground like oil — only in such 
negotiable forms as potatoes, blueberries, poultry (chicken-kind), dairy goods, 
lumber, paper, etc., also super-scenery that tourists drool over. Offshore, the 
dollars have claws and are called lobsters. We've got, too, a big total of small 
industries. And your Uncle Sam'! runs three of his snappiest SAC bases up here. 


How do you reach all this disgusting wealth? Well, by still another 

wondrous coincidence these same ten counties are literally drenched with the 
combined coverage of WABI-TV (Bangor) and WAGM-TV [in mid-Aroostook 
County). Buy ‘em in tandem — the only regional TV network in the East 

— for colossal results. Or buy ‘em separately if you're satisfied with merely 

terrific success. Either way, an old Down-East axiom says: “Your gain in Maine falls 
plainly in the sane selection of Hildreth Stations!” 


{Our WABI-TV-plus-WAGM-TV story is so big it won't fit in this little 
space. But only the timid would let THAT keep them from asking 


us for the full and fabulous facts.) 





WABI=-TV “=> WAGMeTY (rome ¢ 


BANGOR, MAINE PRESQUE ISLE, MAINE 


THE HILDRETH STATIONS — WABI WABLTY, Bangor; WABM, Houlton; 


WAGM, WAGN-TV, Presque Isle 


Represented nationally by George P. Hollingbery 
— in New England by.Kettell-Carter 
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000 black and white receivers. 

Mr. Carpenter is president and 
general manager and Rudy Marcoux 
vice president and business manager, 
with William Clark vice president in 
charge of operations. The station is 
represented nationally by Venard, 
Rintoul & McConnell and is a prim- 
ary affiliate of CBS-TV. 

The Poland Spring television sta- 
tion, WMTw, channel 8, is an un- 
usual case. The antenna is located on 
Mt. Washington which is located 
across the line in New Hampshire. 
Mt. Washington, rising to a height of 
6,288 feet, is the highest peak in the 
northeast. The studio and transmitter 
for WMTW is located in Riccar Inn, in 
Poland Spring. 


In Androscoggin 


Poland Spring is in Androscoggin 
county, which has a population of 
99,671 and an estimated buying in- 
come of $139 million. But this is 
only a small part of the coverage 
area of the Poland Spring station. 
With its unusually high antenna it 





MAINE MARKET DATA BY COUNTIES 








—Effective Buying Income— Total 
Net Retail Auto- 
ir. Dollars Per Per Sales Food motive Dru; 

Counties ($000) Capita Family ($000) ($000, ($000) ¢ ) 
83.9 138,910 1,656 5,740 99,671 25,716 17.384 2,028 

99.3 132,029 1,330 5,524 87,022 ,004 18,233 2,482 

171.3 284,064 1,658 5,625 232,559 $2,575 36 , 266 9,128 

19.9 28,591 1,437 5,198 15,631 707 3,155 470 

34.2 46,490 1,359 4,649 34,292 ,863 6,013 701 

82.7 126,095 1,525 5,459 102,894 27,720 18,362 2,544 

26.0 ,368 1,399 4,435 34,408 864 4,829 1,034 

17.0 21,198 1,247 4,156 20,855 5,464 4,736 517 

41.2 58,888 1,429 5,077 41,991 11,120 8,687 1,009 

110.7 158,509 1,432 5,337 138,692 33,425 28,579 2,990 

16.1 21,860 1,358 4,461 16,529 4,824 3,550 584 

19.9 25,990 1,306 4,332 18,272 4,941 2,957 419 

37.3 49,351 1,323 4,528 35,151 10,403 5,467 1,137 

19.9 23,210 1,166 3,868 19,351 4,914 2,271 335 

31.4 36,120 1,150 3,843 31,843 10,112 5,408 1,015 

92.4 144,136 1,560 5,319 99,442 30,030 17,707 2,963 

The figures in the above table are reprinted with ponplaton of Sales M: M ine, the copyright 
owners, from the May 1957 Survey of Buying Power; further reproduction not — 
covers an area estimated to contain Executives include John Guider, 


some 288,000 sets. Operating power 
is 105 kw visual and 52.5 kw aural. 
The station began operation August 
31, 1954 and is affiliated with CBS- 
TV and ABC-TV networks. It is 
owned by Mt. Washington Tv Inc., 
of which Horace Hildreth owns 27.7 
per cent of the stock. Other stock- 
holders are John Guider, president 
(10%); Tyrone Corp. (controlled by 
wPorR Portland) (27.7%) and Peter 
Anderson (27.7%). 


president, John H. Norton Jr. vice 
president and general manager and 
Carter Night, regional sales manager. 
It is represented nationally by Har- 
rington, Righter & Parsons. 

Portland’s metropolitan area in- 
cludes 171,000 persons with an esti- 
mated buying power of $285 million. 
It is an area with rich and diversified 
industries as well as important agri- 
cultural products. 

The city has two television stations 








W-TWO** is the ONLY television station 
in these United States which has more 
EARLY MORNING** audience than any 
radio station*** (or all of them!) and 


at lower cost-per-thousan 


d REE 
. 


*CBS Primary 


**7-9 a.m. 
that we know of. 


xke 


****Local advertisers already know this! 





BANGOR, MAINE 
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Billion - Dollar Market in 
Northern New England 







Station Sells It Better ! 


WCSH-TV 


in the Portland, Maine Trading Area 


65% of Maine’s retail 
sales dollars and 31% of 
New Hampshire’s are 
spent in this 13-county 
market, and... 


WCSH-TV penetrates 
more of its 238,000 TV 
homes than competing 
stations. (NCS +2 and 
Bureau of Census esti- 
mates 1957) 


These viewers watch 
Channel 6 more . . 371.5 
quarter hours out of 454 
surveyed to 82.5 for sec- 
ond station. (Portland 
Metropolitan Telepulse 
October 1957) 


Ask your Weed-Television 
man to show you compar- 
ative coverage maps re- 
cently supplied. 


WCSH-TV 


PORTLAND, MAINE 


Planned and Manned 
for Sales fp 


v 
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Maine Tv Agencies 


Boothbay Harbor 
R. Neily Assoc. 


Auburn 
Ray Mills Adv., 15 Field Ave. 


Portland 
Simonds, Payson 
Exchange Street 


Company, Inc, 54 





WCSH-TV, channel 6 and WGAN-TV, 
channel 13. 

wcsH-Tv, 157 High St., went on the 
air Dec. 1, 1953. Ownership of the sta- 
tion was transferred from the Con- 
gress Square Hotel Co., to Maine 
Radio & Television Co., in June 1955. 
The company is owned by Adeline B. 
Rines (99%) The station 
operates 1814 hours per day and is 
an NBC-TV primary affiliate. Operat- 
ing power is 100 kw visual and 70 
kw aural, covering an area estimated 
to include more than 200,000 black 
and white sets. 

William H. Rines is managing di- 
rector of the station. Jack S. Atwood 
is station manager and Bruce C. 
McGorrill commercial manager. The 
station is represented nationally by 
Weed Television. 

Programming emphasizes outstand- 
ing news scheduling, and includes 14 
newscasts per day originated by the 
station. Public service features have 
received special attention, as have 
sportscasts and children’s programs. 


in trust. 


Billion-Dollar Market 


“The WCSH-TV area contains a bil- 
lion-dollar market, comprising 13 
counties—nine in Maine and four in 
New Hampshire,” says managing di- 
rector Rines. “Its principal income 
sources are manufacturing, agriculture, 
shipping, fishing and food processing, 
retail trades and transportation. 

“Textiles, once the backbone of 
Maine and New Hampshire manufac- 
turing, have given way in part to 
more diversified industries, including 
a number affiliated with aircraft and 
electronics production. State and local 
boards are engaged in mapping future 
sites, plant facilities and power needs 
for new industry. The state of Maine 
has created an industrial building 
authority to guarantee loans by banks 
to private industry seeking to estab- 




































lish new facilities in the state. 

“In this favorable climate,” Mr. 
Rines continues, “television will con- 
tinue to influence living and buying 
habits as it has done and is doing to- 
day to a greater extent than any 
other advertising medium. The station 
that stays out in front in offering 
viewers what most appeals to them 
will create the most sales for its cli- 
ents. WCSH-TV plans its operation along 
those lines.” 

wGAn-Tv, 390 Congress St., is owned 
by the Guy Gannett Publishing Co. 
The station went on the air in May 
1954 and telecasts on power of 316 
kw visual and 158 kw aural covering 
an area estimated to include more 
than 200,000 sets. It is a CBS-TV 
primary affiliate. 

WGAN-TV is represented nationally 
by Avery-Knodel and regionally by 
R. C. Foster. Jean Gannett Williams 
is president, Creighton E. Gatchell, 
vice president and general manager, 
Samuel G. Henderson station mana- 
ger and Richard E. Bates commercial 
manager. 

Presque Isle, in Aroostook county, 
is the center of a predominantly agri- 
cultural area with potatoes the prin- 
cipal crop. The county calls itself the 
“World’s Potato Empire” because it 
ships more potatoes to market every 
year than any other state or region, 
its total amounting to about 20 per 





Film Producers 


CONNECTICUT 


Hartford 
Rader Films, Main Street 


MASSACHUSETTS 


Agawam 
Bay State Films 


Boston 


Acorn Films Co., 30 Huntington Ave. 
Back Bay Film Laboratory, 43 Leon St. 
Dekko Film Productions, 126 Dartmouth St. 
Master Motion Picture Co., 50 Piedmont St. 


Watertown 
Magna Film Productions, 278 Orchard St. 


RHODE ISLAND 


Barrington 

Dave Ferrin, One Pine Cone Drive 
Providence 

Tony Petri, 144 Westminster St. 











; < THE 
CeY > Ges BANGOR 
BY LUTHER H PEIRCE 


PRE TED MCR XNY See 


The Peirce Memorial in Bangor is 
dedicated to the river drivers who, at 
the turn of the century, made Bangor 
the largest lumbering port in the 
world. 


cent of the U. S. crop. 

Aroostook is a large county, prid- 
ing itself on the fact that it is bigger 
in size than the states of Connecticut, 
Delaware or Rhode Island or the 
countries of Northern Ireland, Leba- 
non or Luxemburg. 

Military development in the county 
has added considerably to its wealth. 
Presque Isle is the site of an air force 
base and the Loring Air Force Base 
is located in Limestone. 

Population of Aroostook is around 
100,000 with armed forces personnel 
adding another 20,000. Estimated buy- 
ing income is $132 million. 

The Presque Isle television station 
is WAGM-Tv, which is located at 489 
Main Street. The station went on the 
air in October 1956 and is owned by 
the Aroostook Broadcasting Corp., in- 
cluding Horace Hildreth, Charles Hil- 
dreth, James White and Leon P. Gor- 
man Jr. It operates on power of 60 
kw visual and 30 kw aural, covering 
an area estimated to include 20,000 
black and white sets. It is a primary 
NBC-TV affiliate. 

George P. Hollingbery is the na- 
tional representative. Horace Hildreth 
is president, Leon Gorman Jr. execu- 
tive vice president and Ted Coffin sta- 
tion manager. Forrest Craig is sales 
manager. 

This is the-third station in the state 
in which Mr. Horace A. Hildreth has 
an important interest. He is president 
of the Community Broadcasting Co., 





which operates WABI-TV in Bangor and 
chairman of the board for wmtTw 
Poland Spring. Mr. Hildreth is the 
former ambassador to Pakistan and 
was governor of Maine for two terms. 
He was also president of Bucknell. 

Boston, cultural, industrial and 
wholesale center for the New England 
states has a population in its metro- 
politan area of nearly three million 
persons with an effective buying in- 
come estimated at nearly $6 billion. 

It is the fourth largest whole- 
sale market in the nation and han- 
dies over half of all the New England 
output. It is the largest wool market 
and third largest rubber manufactur- 
ing center. It is a major distributor 
of woolens and worsteds, shoes, fur- 
niture and sea food. It is the largest 
fish-shipping port. Boston is a leading 
financial center where the “open-end” 
type of investment trust originated. 
There are now more than 30 Boston 
companies in this field with assets 
exceeding $2.4 billion. 

There are three television stations 
in the city of Boston: wsz-Tv, chan- 
nel 4; WHDH-Tv, channel 5, and 
WNAC-TV, channel 7. 

WBz-Tv, 1170 Soldier’s Field Rd., 
began operating June 9, 1948, New 
England’s first commercial tv station. 
During its ten-year history the station 
has programmed a number of firsts 
many of which were fed to its net- 
work, which is NBC-TV. 

WBZ-TV is owned by Westinghouse 
Broadcasting Co. It telecasts on 95 kw 
visual and 50 kw aural power, cov- 
ering an area estimated to include 
around a million and a half receivers. 
The station is represented nationally 
by Peters, Griffin, Woodward. Donald 
H. McGannon is president of the sta- 
tion, W. C. Swartley vice president, 
F. A. Tooke, general manager and 


James Allen sales manager. 

“With the tremendous growth of the 
electronics industry in this area, the 
proposed Prudential Centre in Boston 
and the new and vast general develop- 
ments not only in prospect, but in 
active preparation, the future of tele- 
bright,” 
says Mr. Tooke. “The resurgence of 
industry has brought not only new 
business which will create additional 


vision looks exceptionally 


advertising revenue but has attracted 
many newcomers, as television 
viewers, will create new markets for 


the advertisers’ products.” 


who 


New Station 


WHDH-TV, 6 St. James Ave., went on 
the air in November this year and is 
owned by the Boston Herald-Traveler. 
It is telecasting with an operating 
power of 6.34 kw visual and 3.17 kw 
aural and has authorized power of 
64.6 kw visual and 15.1 kw aural. It 
is affiliated with the ABC-TV network. 

The station is represented nationally 
by Blair-Tv. Robert B. Choate is presi- 
dent, William B. McGrath vice presi- 
dent and 
Alexander M. Tanger is vice president 
in charge of sales. Leslie G. Arris Jr. is 
director of television. 

wNnac-Tv, 21 Brookline Ave., is 
owned by RKO Teleradio Pictures. The 
station telecasts on 316 kw visual and 
158 kw aural power to an area esti- 
mated to include some million and a 
half receivers. It is a CBS-TV affiliate. 

WNAC-TV went on the air June 21, 
1948. It is represented nationally by 
H-R Representatives. Norman Knight 
is president, George Steffy executive 
vice president, Tom Bateson vice presi- 


managing director and 


dent and Proctor Jones national sales 
manager. 

Springfield is an industrial and com- 
mercial center that has had a pattern 





MASSACHUSETTS MARKET DATA BY COUNTIES 


Effective Buying Income— 
Net 


Pop- Dollars Per 

Counties ulation ($000) Capita 
Barnstable......... . 53.0 81,948 1,546 
Berkshire........... 138.6 237,252 1.712 
Paar 396.0 615,386 1,554 
Ss. & 6e cus ennee 5.7 7,786 1,366 
RR ie ns nies atin 550.8 978,878 1,777 
EL, co co nu ekau 55.5 87,093 1,569 
OR. «sss enacie 398.1 738,378 1,855 
Hamoshire......... 87.9 144,47 1,644 
Middlesex. ......... 1,144.8 2,256,589 1,971 
Nantucket.......... 3.6 4.713 1,309 
ES San hekindn ae 457.5 1,028,491 2,248 
Plymouth. ......... 218.5 360,473 1,650 
REE Se 838.5 1,549,890 , 848 
J” eee 581.5 987,269 1,698 


The figures in the above table are reprinted with 
owners, from the May 1957 Survey of Buying Power; 


Total 


Retail Auto- 
Per Sales Food motive Drugs 
Family ($000) ($000) ( ) ($000. 
4.737 96.910 26.252 13,348 3,995 
5.703 171,135 42.857 29.034 5.008 
5,132 410,829 105,900 63,939 13,362 
4,326 12,537 5,008 1,522 S44 
5,830 601,748 157 ,826 87 , 466 21,015 
5,005 58,266 13,053 10,130 1,632 
6,306 514,770 112.485 80,289 17,787 
6,254 7 264 20,796 16.578 2.940 
6,986 1,253,145 321,627 220,691 42,316 
4,285 7,689 2,130 722 281 
7,881 465,240 117,339 89.704 16 , 887 
5,38 252,450 68,390 40,397 8,796 
6,410 1,544,499 369,010 157,931 44,524 
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of continuous growth since its found- 
ing in the 17th century. The Spring- 
field-Holyoke metropolitan area has a 
population of 486,000 and an effective 
buying income of nearly $900 million. 

The area is served by two television 
stations—WHYN-Tv, channel 40, and 
WWLP, channel 22. The latter station 


also has a satellite operation in Green- 
field with the call letters wRLP, operat- 
ing on channel 32. 

WHYN-TV, 1300 Liberty St., began 
operating March 8, 1943. It is owned 
by the Hapden Hampshire Corp. and 
operates on 250 kw visual and 125 kw 
aural power, covering an area esti- 


mated to include about 250,000 black 
and white receivers. It is a CBS-TV 
affiliate. 

The Branham Co. represents the 
station nationally. Charles N. DeRose 
is general manager, and Patrick J. 
Montague commercial manager. 

WWLpP, Box 2210, is owned by the 





Massachusetts Advertising Agencies Handling Television Accounts 


Arlington 
Frank W. Jordan Agency, 114 Newport St. 


Brookline 

Allenger Adv., 1676 Beacon St. 

Boston 

Albert, Frank, Guenther, Law 10 Post 
Office Square 


Allied Adv. 100 Boylston St. 

Arnold & Co., 262 Washington St. 

N. W. Ayer & Son, 920 Statler Bldg. 

Badger, Browning & Parcher, 75 Federal St. 

Bahn Adv. Co., 115 Chauncey St. 

Ray Barron Adv., 120 Boylston St. 

BBDO, 462 Boylston St. 

Bennett & Northrop, 711 Boylston St. 

Bo Bernstein Co., 26 Custom House St. 

Alfred Black Co., 260 Tremont St. 

Bresnick Co., 216 Tremont St. 

Julian Brightman Co., 534 Beacon St. 

Burvill & Co., 77 Summer St. 

Harold Cabot Co., 136 Federal St. 

Callaway Assoc., 420 Boylston St. 

Campbell, Emery & Lutkins, 8 Newbury St. 

Chambers- Wiswell-Shattuck-Clifford- 
McMillan, 250 Park Square Bldg. 

J. T. Chirurg Agency, 414 Park Sq. Bldg. 

Arthur Cohen Agency, 216 Tremont St. 

Copley Adv., 457 Stuart St. 

Cotter Adv., 120 Boylston St. 

Culver Adv., 20 Providence St. 

Charles H. Davis, 457 Stuart St. 

Arnold Davidson Inc., 120 Boylston St. 

Doremus and Co., 60 Batterymarch St. 

John C. Dowd Inc., 208 Park Square Bldg 

Roy Elliot Co., 25 Huntington Ave. 

A. W. Ellis Co., 24 School St. 

Dan Fogel Adv., 31 Providence St. 

Herbert Frank Co., 316 Stuart St. 

Louis Frank Adv., 132 Newbury St. 

Franklin Adv. Serv., 699 Boylston St. 

Harry M. Frost Co., 260 Tremont St. 

Donald Gardner Adv., 41 Mt. Vernon St. 

Samuel Gerber Adv., 146 Summer St. 

Goulston Inc., 54 Devonshire St. 

Hanson & Ridlon Assoc., 212 Essex St. 

Hare Adv., 77 Summer St. 

Hoag & Provandie, 136 Federal St. 

David Hoff, 120 Boylston St. 

Holland & Barta, 30 Newbury St. 

Humphrey, Alley & Richards, 1235 Statler 
Bldg. 

C. F. Hutchinson Inc., 115 Newbury St. 

Ingalls-Miniter-Haughey Inc., 137 Newbury 
St. 

Kenyon & Eckhardt, 462 Boylston St. 

Kirby & Co., 420 Boylston St. 

Louis Robert Korn & Co., 687 Boylston St. 

Lasker-Riseman, 120 Boylston St. 

Lawrence Adv., 84 State St. 


66 December 30, 1957, Television Age 


Lee, Lewis, and Benjamin, 30 Huntington 
Ave. 

Harold F. Lewis Adv. Agency, 18 Tremont 
St. 

Lloyd Adv., 209 Washington St. 

John M. Lord & Co., 11 Beacon St. 

Henry Loudon Adv., 705 Statler Office Bldg. 

Maguire Adv. Agency, 162 Boylston St. 

David Malkiel Adv. Agency, 8 Newbury St. 

McCann-Erickson Inc., John Hancock Bldg. 

Meissner & Culver Inc., 937 Statler Office 
Bldg. 

Nathan Miller Agency, 216 Tremont St. 

H. L. Moore Co., Statler Bldg. 

R. Neily Associates, 734 Statler Office Bldg. 

Robert F. O’Brien Assoc., 420 Boylston St. 

Jerome O’Leary Agency, 9 Newbury St. 

O’Malley Adv. & Selling Co., 68 Devonshire 
St. 

Bernard Ostreicher Agency, 463 Statler Bldg. 

Parsons, Friedmann & Central Adv., 101 
Tremont St. 

Harry Paul & Assoc., 80 Boylston St. 

Reilly Brown & Tapply Inc., 216 Tremont 
St. 

Reingold Co. Inc., 69 Newbury St. 

M. Evans Richmond Adv., 230 Boylston St. 

George Riseman Inc., 120 Boylston St. 

Rudsten & Assoc., 262 Washington St. 

Frederick A. Russell Adv., 10 High St. 

Sackel Agency, 316 Stuart St. 

Richard Salinger Adv., 99 Chauncy St. 

Arthur Sampson Inc., 185 Devonshire St. 

Porter Sargent Adv., 11 Beacon St. 

Scott’s Agency, 11 Pemberton Sq. 

Shattuck, Clifford & McMillan, 143 Newbury 
St. 

Silton Brothers, 131 Clarendon St. 

Mina Lee Simon Adv., 175 Tremont St. 

William Small Agency, 216 Tremont St. 

Cory Snow, 655 Beacon St. 

Walter B. Snow & Staff, Stathker Bldg. 

Spellman Assoc., 25 Huntington Ave. 

Brad Stephens & Co., 581 Boylston St. 

Gabriel Stern Agency, 420 Boylston St. 

Hermon W. Stevens Agency, 9 Newbury St. 

Daniel Sullivan Co., 216 Tremont St. 

Sutherland-Abbott, 581 Boylston St. 

Tarler & Skinner, 216 Tremont St. 

E. F. Wheeler Inc., 31 Milk St. 

Ed Whitten Inc., 216 Tremont St. 


Brockton 


Harvey A. Forde Co., 47 Pleasant St. 
Longden-Regan Service, 93 Centre St. 


Brookline 
Kenneth A. Young Assoc., 233 Harvard St. 


Cambridge 
Eddy-Rucker-Nickels Co., 4 Brattle St. 


Chicopee 
American Sports Adv., Box 270 


Greenfield 
Richard R. Bruce, 20 Federal St. 


Holyoke 


Baker-Denton Corp, 76 Front St. 
Charles E. Vautrain Assoc., 560 Dwight St. 


Lexington 
Beauvais, Wenning, Zitso, 1265 Mass Ave. 


Lynn 
David Hoff, 10 Central Ave. 
Northeastern Adv., 532 Chestnut St. 


New Bedford 
Rossi & Hirshon, 114 Middle St. 


North Adams 
Atlantic Adv., 3 Weber Ave. 


North Attleboro 
Lyons Adv., 117 S. Washington St. 


Palmer 


Davitt M. Rooney Assoc., Bank Bldg. 


Quincy 
S. Gunnar Myrbeck & Co., 1458 Hancock St. 


Springfield 

Gabriel Antony & Co., 1562 Main St. 
Ralph E. Burt Assoc., 29 Worthington St. 
Gibney & Barreca, 100 Chestnut St. 

H. L. Gibson Assoc., 292 Worthington St. 
William B. Remington, 196 Worthington St. 
Charles Sheldon Adv., 1387 Main St. 
Mabel Van Delinda Adv., 1562 Main St. 


Wellesley 
Tippett & Co., 6 Abbott Rd. 


West Medford 
Gordon Speedie Adv., 22 Harvard Ave. 


Worcester 

Ad-Service Inc., 16 Norwich St. 
Advertising House, 3 Bernice St. 
Barratta-Wardell Agency, 120 Front St. 
Berk-Marshall, 154 Front St. 

Cooney & Connor, 288 Main St. 
Leonard Davis Adv., 107 Front St. 
John W. Odlin Co., 44 Portland St. 
David Press, 44 Portland St. 

C. Jerry Spaulding, 201 Commercial St. 
Howard Wesson Co., 405 Main St. 





Springfield Television Broadcasting 
Corp., which includes Roger L. Put- 
nam, chairman of the board (12%); 
William L. Putnam, president and 
treasurer (6.1%); George Vadnais 
(19.2%); WSPR Inc. (12.1%) and 
others. The station went on the air 
March 17, 1953 and telecasts with 
219 kw visual and 107 kw aural 
power. It is an NBC-TV affiliate with 
ABC-TV programs in _ addition. 
George P. Hollingbery Co. is the 
national representative. Howard S. 
Keefe is station manager and James 
H. Ferguson Jr. general sales man- 
ager. 


Greenfield Satellite 


The WwtLp satellite in Greenfield, 
WRLP, has Wallace I. Green as station 
manager and Philip J. Renison as 
sales manager. 

Speaking of wwip William L. Put- 
nam says: “This station has the dubi- 
ous distinction of being the most 
talked about of all uhf stations in the 
country and interestingly enough has 
the highest rate card. In 1956 we ap- 
plied for a construction permit for a 





NEW HAMPSHIRE MARKET DATA BY COUNTIES 


—Effective Buying Income— Total 
Net Per Per Retail - Auto- 
Countics ulation ‘S000) Capitan, Family Geen) se) GUt SOD 
9 42,310 1,516 ,098 35,656 8,521 7,256 910 
B | -907 1,299 4,267 20,649 5,554 4,322 501 
.0 59,820 1,459 4,863 40,109 10,904 7,156 1,167 
8 50,225 1,365 4,876 39,962 11,306 7,681 973 
ot 73.618 1,576 5,620 57,447 13,928 11,876 1,94 
-2 292,836 1,805 6,038 206,702 54,774 32,300 4,200 
4 97.642 1,493 5,278 72.804 16,092 13,213 2,401 
-9 118,023 1,515 4,959 96,785 24,711 18,583 1,879 
5 84,060 1,571 5.604 60,47 17,501 9,414 1,420 
8 41,838 1,505 4,981 29,075 7,465 5,234 711 
The figures in the above table are reprinted with pengenien of Sales Management Magazine, the copyright 
owners, from the May 1957 Survey of Buying Power; further reproduction not licer 





satellite station. This station has been 
in commercial operation since July 1st 
and has achieved noteworthy success 
in presenting local television service 
to Greenfield, Keene, Brattleboro and 
Claremont areas. 

“The Springfield metropolitan area 
is a center of widely diversified indus- 
try and has shown a steady growth 
since the first census reports of 1790. 

“Television in Springfield has been 
as well established as it is in any other 
place in the country and with the 
broad economic basis of this com- 
munity is probably more solidly 
founded than in many communities. 


Our channel 32 station serves a very 
dynamic and growing area. The Fed- 
eral Reserve Board has noted for 
years that the per-capita retail sales 
of channel 32’s town of 
Greenfield, have been the highest in 
New England. New industries have 
been attracted by the very favorable 
tax climate of New Hampshire and 
Vermont which this station also 
serves. This is the only local televi- 
sion service available throughout this 
entire area and is obviously filling a 


license, 


substantial vacuum in our national 
television picture.” 
New Hampshire has only one tele- 














NOW-—"3 IN 1° COVERAGE THAT REALLY 
COUNTS IN WESTERN NEW ENGLAND 









WWLP — Ch. 22 
Springfield-Holyoke, Mass. 


WRLP — Ch. 32 


Greenfield, Mass. 


Ch. 79 


Claremont, N. H. 





CMLL a 


CO-BASIC 





Representatives: National: George P. Hollingbery Co. .(N.Y.-Chi.) Regional: Kettell-Carter (Boston) 
Tel.: Springfield STate 8-0971—TWX: SM462 
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| Sunbeam Bread spon- 


| vision station within its boundaries at 
| present—WMUR-TV, 


channel 9, at 
Manchester. 
That city, retail and financial center 


| of the state, accounts for about one- 
fifth of the state’s retail business with 


only one-seventh of the state’s popu- 
lation. The Manchester metropolitan 
area includes 162,000 persons with 
estimated buying income of $293 
million. 
WMUR-TV began 


telecasting on 


| March 28, 1954. It is owned by Fran- 


cis P. Murphy, former governor of 
the state. It is a basic ABC-TV affil- 
iate with some CBS-TV programming. 
It telecasts with 282 kw visual and 
155 kw aural power to an area esti- 


| mated to include around a million 


black and white receivers. 


Gittleson Manager 


Forjoe-Tyv is the national represent- 
ative. Besides Mr. Murphy, president, 
the station has Norman A. Gittleson 
as executive vice president and gen- 
eral manager and Gordon E. Moore 
as sales manager. 

Rhode Island’s capital, Providence, 
is an important trade center, not only 
for the immediate area, but for much 
of the neighboring territory as well. 

The city was established by Roger 


| Williams, who was exiled for religious 


New Hampsh ire 
Tv Agencies 


East Wolfboro 


Hermon W. Stevens Agency 


Manchester 

Peter J. Agrafiotis & Assoc., 323 Franklin 
Street 

Ed St. Aubin Assoc., 1426 Elm St. 

Weston Associates Inc., 14 Salmon St. 

Larry White, 31 Tarrytown Road 





aural power to cover an area estimated 
to include nearly a million and half 
black and white and 3,000 color re- 
ceivers. It is an NBC-TV basic. The 
station has had considerable success 
with its news programming and offers 
some six hours of public service pro- 
gramming each week. 

Represented nationally by the Ed- 
ward Petry Co., the vice president and 
treasurer is George O. Griffith, station 
manager is J. S. (Dody) Sinclair and 
director of sales Dave Shurtleff. 

“We at WJAR-TV are quite optimis- 
tic about the future of the Providence 
market area,” says Mr. Sinclair. “This 
market covers the entire southeastern 
New England area and is an excep- 
tionally well-diversified market. The 
economic outlook for the area presents 
a bright future. The continual in- 


sored our Santa Claus show again 
this Christmas — and pulled an 
extra 60% in mail returns over 
last Christmas. That’s more than 
12,000 letters from faithful mop- 
pets in the Central Area of New 
England — with more returns to 
come as this ad is written. And 
if this many letters reached the 
station, how many more went to 
the “North Pole’ — how many 
more were shortstopped in Dad's 
coat pocket? 


WMUR-TV . . . stronger than 
ever in the Central Area of New 
England. 


WMUR-TV | 


Manchester, N. H. 


a. ® 


crease of the number of manufacturers 
in the area, as well as the ever-growing 
tourist business means added income 
in our market. 


dissent from the Massachusetts Bay 
Colony. An important port, much of 
New England’s oil enters through 
Providence. The Providence-Paw- 
tucket metropolitan area _ includes 
696,700 persons, with an effective buy- 
ing income estimated at $1,300 million. 

Providence has two television sta- 
tions, WJAR-TV, channel 10, and wprRo- 
Tv, channel 12. 

WJAR-TV, 176 Weybosset St., went 
on the air July 10, 1949, on channel 
11. It is owned and operated by the 
Outlet Co. In May 1953 the channel 
was changed to 10. The station tele- 
casts at 316 kw visual and 158 kw 


Geared to the Future 


“Television’s place in the future is 
naturally geared to the prosperity of 
the market and the country as a whole. 
I think that we shall see a slight 
softening for the next few months, 
but before spring I am sure this will 
level off. The change in the federal 
discount rate should also have a bene- 
ficial effect in our particular area as 


housing has been a very big industry 





RHODE ISLAND MARKET DATA BY COUNTIES 








—Effective Buying income— Total 
Net Retail Auto- 
Pop- Dollars Per Per Sales Food motive Drugs 
Nationally represented by Counties ulation ($000) Capita Family ($000) ($009) ($000) ($000) 
FORJOE TV, INC. tN eer ae 31.2 55,683 1,785 6,328 24,885 8,324 3,954 1,313 
SE casea ss ie elbe deh 83.8 146,195 1,745 5,871 88,395 23,163 16,742 3,573 
ee Se ee 70.6 128,589 1,821 7,144 62,080 16,45 9,621 2,611 
Providence. . 581.7 1,080,233 1,857 6,201 695,882 149,851 116,557 26 , 260 
Washington......... 56.0 96 ,426 1,722 6,302 56,703 13,974 7,527 1,453 
The figures in the above table are reprinted with ission of Sales Management Magazine, the copyright 





owne r ,from the May 1957 Survey of Buying Power; farther reproduction not licensed. 


68 December 30, 1957, Television Age 








here. Along with housing, of course, 
there are new families wanting new 
products for new homes. This is the 
field in which television could be most 
effective. So, for the long pull, I think 
that television’s place in the future of 
the Providence market area will be a 
very strong one, wielding a great ad- 


SUCCESS 


in selling—through television 


vertising influence.” 

WPRO-TV, 24 Mason St., went on the 
air March 27, 1955. It is owned by 
Cherry & Webb Broadcasting Co. with 
William S. Cherry as_ president 
(44.9%) and Anna Cherry Gross vice 
president (44.9%). BLAIR-TV is the na- 
tional representative. 

WPRO-TV telecasts on 316 kw visual 
and 158 kw aural power and covers an _ | eid “4 ‘ 
aren eiiimeted to fnchede usecly 0 | plete. Each article includes dozens of actual television success stories. 
million and half black and white sets. 
It is a CBS-TV basic. Arnold F. Schoen 


Jr. is general manager and Eugene W. | 


If you are interested in how different types of advertisers have used 
television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 


advertising problems, then tells how these problems have been 





answered through television. Each case history is factual and com- 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 
Wilkin commercial manager. The sta- 
tion has a heavy budget of local and 






































i ee eee A ete Se | ! 
telecasts devoted to matters in the | Reader’s Service 
public interest. | es s | 
“With the rapidly increasing diver- Television Age | 
sification in New England industry, we ; 
444 Madison Avenue, New York 22, N. Y. | 
| Please send me reprints of the Product Group Success Stories: 
| | 
Numb f j Number of ji 
umber of copies umber of copies 
Bakeries & Bakery Products Electric Power Companies —_—- | 
| Dairies & Dairy Products —— Gas Companies — 
| Banks & Savings Institutions ——- Telephone Companies — | 
7 Dry Cleaners & Laundries ——- Insurance Companies ~ I 
: | Groceries & Supermarkets —— Coffee Distributors — 
. ++ with Ray Stone | Furniture & Home Furnishings _——— Men’s Clothing Stores -- | 
Timebuyer Home Building & Real Estate ——— Cough & Cold Remedies - | 
| Jewerly Stores & Manufacturers ——— _ Electrical Appliances —— 
Maxon, Inc. | Nurseries, Seed & Feed —— Ber & Ale = = — | 
Hardware & Building Supplies —— Department Stores — | 
| Soft Drink Distributors —— Restaurants & Cafeterias — 
| Travel, Hotels & Resorts —— Moving & Storage — | 
Sporting Goods & Toys —— Television & Radio Receivers -——— | 
Drugs & Remedies ——a= ics & Beauty Preparations — | 

| ug. ‘osmetics y P 
| Gasoline & Oil ——— Weight Control eas 
| Shoe Stores & Manufacturers ——— Auto Dealers —- | 
; Farm Implements & Machinery — Women’s Specialty Shops 
# 

Name Position 
“Television Age is Miceits 
comp: 
indispensable to the buyer ditties 
F | bed 
because of its complete | City Zone State 
A | 
and comprehensive | C0 I enclose payment D0 Bill me 
| 

coverage of the | (0 Please enter my subscription for TELEVISION ACE for one year at $7. As a 
aoe . aa | premium I will receive a copy of the Source Book of Success Stories | 
television business. | which includes the first 15 of the above Product Groups. 
| = 
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Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe Stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 
Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 
Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ony $3 00 per copy 
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444 Madison Ave., 
New York 22, N. Y. 





Rhode Island Agencies Handling Tv Accounts 


Cranston 
Dwight Miller, 14 Bridge St. 


Manville 
Frank Weston Adv., Diamond Hill Rd. 


Pawtucket 


Raymond W. Hartley, 255 Main St. 
Charles H. Nolan, 75 Amherst Ave. 


Providence 

Ruth I. Arthur, 1142 Hospital Trust Bldg. 

Bo Bernstein & Co., Inc., 24 Mason Street 

George Bixby, 334 Westminster St. 

Arthur Braitsch, 528 Hospital Trust Bldg. 

Creamer-Trowbridge Co., 49 Peck St. 

Fern & Assoc., 86 Weybosset St. 

L. C. FitzGerald, Inc., 228 Weybosset St. 

Goldsmith & Tregar, 145 Wayland Ave. 

James F. Hanaway, Inc., 513 Hospital Trust 
Bldg. 


Horton, Church & Goff, 123 Georgia Ave. 

Knight & Gilbert, Inc., 711 Industrial Bank 
Bldg. 

Andrea Lynn Assoc., 36 Adelaide Ave. 

Joseph Maxfield Co., 87 Weybosset St. 

Frank McCabe & Assocs., Inc., 29 Weybosset 
St. 

George T. Metcalf Co., 31 Canal St. 

Horace Notte & Assoc., 514 Industrial Bank 
Bldg. 

Noyes & Co., 1800 Industrial Bank Bldg. 

Potter-Repak Adv. Agency, One Washing- 
ton Ave. 

Gordon Schonfarber & Assocs., Inc., 58 Wey- 
bosset St. 

Richard Thorndike Agency, 58 Weybosset 
St. 


Woonsocket 
Frank Martineau, Inc., 68 Fourth Ave. 





see nothing but a bright future for the 
area,” says Arnold F. Schoen Jr., gen- 
eral manager. “Rhode Island, already 
with more persons per square mile 
than any other state in the union, 
showed a 6.8 per cent population in- 
crease between April 1950 and July 
1956, according to the U. S. Census 
Bureau. 

“Four of New England’s five states 
gained in population during this peri- 
od, Connecticut leading the way with 
a 10.6 per cent jump and Rhode Island 
in second place. Knowing the great 
potential in this concentration of popu- 


lation, more and more national ad- 
vertisers are allocating their promo- 
tional dollars to spot broadcasting in 
New England—a trend we expect to 
continue.” 

Vermont has only one television 
station within its borders, WCAX-TV at 
Burlington. 

WCAX-TV channel 3, is located at 
135 Main St. The station was opened 
with the blessings of the state General 
Assembly which, when advised that the 
application for a license was 604th on 
the FCC processing list, passed a res- 
olution on May 6, 1953 urging prompt 
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Another way SRDS helps sell time 
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you are given an opportunity 

to fight for any new 

business coming into your field 
.. when their people, unfamiliar with you 

or your competition, turn to Standard Rate 
for comparative information. 


With your Service-Ad in Standard Rate & Data 


selling, by helping people buy! 





SRDS Standard Rate and Data Service, Inc. 
1740 Ridge Avenue, Evanston, Illinois 
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action. The resolution pointed out that 
Vermont then was the only state in the 
union without a tv grant. The FCC 
advanced the case to first place on 
July 1, 1953 and hearings were started 
five days later. wcAx Broadcasting was 
granted the construction permit and 
the station went on the air as WMVT 
on Sept. 26, 1954. Transmitter was 
located on Mt. Mansfield, the state’s 
highest peak and a temporary studio 
was located in Burlington. The FCC 
approved a transfer of the license 
from Montpelier, the state capital, to 
Burlington on May 11, 1955 and the 
call letters were changed to WCAX-TV 
on June 19, 1955. 

C. P. Hasbrook, is president and 
treasurer and principal stockholder 
(64.8%) of Mt. Mansfield Television, 


owner of the station. The station oper- 





Vermont Tv Agencies 


Burlington 

Hays Adv. Agency, 252 College St. 

New England Adv. 

Joseph Smith Adv. Agency, 44 Church St. 





VERMONT MARKET DATA BY COUNTIES 


Total 


—Effective Buying Income— 
Net Retail Auto- 
at. Dollars Per Sales Food motive rity 3 
Counties ($000) Capita Family ($000) ($000) ($000) ¢ ) 
Addison............ 19.5 25,548 1,310 5,214 17,038 4,230 3,123 467 
Bennington......... 24.3 37,412 1,540 056 30,599 7,476 6,608 687 
oS “ees 22.9 28,414 1,241 4,179 26,041 5,703 5,265 684 
Chittenden. ........ 67.0 98,844 1,475 5,553 80,549 18,050 13,629 1,747 
Te 5.7 7,788 1,366 4,581 3,559 1,630 159 58 
Franklin. 29.2 38,306 1,312 4,849 29,629 8,785 3,959 743 
Grand Isle.......... 3.2 3,652 1,141 4,565 2,076 661 47 _ 
ES «S's a505sa0 11.0 13,999 1,273 5,000 13,085 2,353 2,495 390 
otek s 44k Send 16.1 20,042 1,245 4,454 15,806 2,318 3,258 476 
ER eS ceces bau 20.1 24,183 1,203 4,397 22,794 4,504 4,968 483 
OS eee 44.0 60,285 1,370 4,747 54,516 12,850 10,903 1,225 
Washington......... 43.5 65,634 1,509 5,424 45,774 10,739 9,354 948 
Windham.......... 27.7 41,435 1,496 5,115 39,815 9,693 7,969 1,005 
| ee 41.2 63,500 1,541 5,205 48,134 11,902 11,242 873 
The figures in the above table are reprinted with ission of Sales Management Magazine, the copyright 
owners, from the May 1957 Survey of Buying Power; farther reproduction not licensed. 





ates on 5 kw visual and 2.5 kw aural 
power, covering an area estimated to 
include 150,000 black and white sets. 
It is represented by Weed Television. 
Besides Mr. Hasbrook, president, S. T. 
Martin is vice president and general 
manager and J. A. Dobson commercial 
manager. 

“In the comparatively short period 
of a little more than three years,” 
says Mr. Martin, “wcax-Tv has created 
a completely new community in the 
northeast comprising most of Vermont 
and large segments of New Hampshire 
and New York in the United States 


and portions of Quebec and Ontario 
in Canada. We have made a conscious 
effort to serve our coverage area by 
developing programs in support of the 
common interest and welfare of the 
region. 

“Surveys of the region on both 
sides of the international border show 
an appreciation of the service... . . 
Business for wcax-Tv has been grow- 
ing steadily on all fronts—network, 
national and local plus an ever-increas- 
ing Canadian activity. All point to a 
great growth potential of both wcax- 
TV and its community.” 
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Population 
. 6,271,300 
7 
a Families: 
t 1,830,600 
J Retail Sales: 
| $7,652,484,000 
' 
OY 
RATE CARD ® ABC Network outlet in New 
England’s largest market. 
PROGRAMS — Daily 
5 Min. 10 Min. ¥Y% Hour % Hour 1 Hour 
Class A 7:00 PM - 11:00 PM $625.00 $875.00 $1,000.00 $1,500.00 $2,500.00 ° . 
Class B 11:00 PM - 12:00 M 312.50 437.50 500.00 750.00 1,250.00 ®@ RCA’s finest color TV single- 
5:00 PM - 7:00 PM 312.50 437.50 500.00 750.00 1,250.00 ae? ? 
Class C 12:00M_ - Sign-off 187.50 262.50 300.00 450.00 750.00 station installation. 
Sign-on - 5:00PM 187.50 262.50 300,00 450.00 750.00 
SPOTS — Daily z 
1 Minute or Chainbreak Fixed Position (flat) 3 Plan* 5 Plan* 10 Plan* ® New England’s tallest TV 
Class A 7:00 PM - 11:00 PM $500.00 $400.00 $350.00 $250.00 fs " 
Class B 11:00 PM - 12:00 M 250.00 200.00 175.00 125.00 tower gives maximum 
5:00 PM - 7:00 PM 250.00 200.00 175.00 125.00 
Class C 12:00M_ - Sign-off 150.00 120.00 105.00 75.00 
Sign-on - 5:00PM 150,00 120.00 105,00 75.00 coverage. 
8 Second or 10 Second | D’s 
Class A 7:00 PM - 11:00 PM $250.00 $200.00 $175.00 $125.00 
Class B 11:00 PM - 12:00 M 125.00 100.00 87.50 62.50 a sean’ 
shite 5:00 PM - Ri PM 125.00 100.00 87.50 62.50 jatonally by 
lass 12:00 M - Sign-off 75.00 60.00 52.50 37.50 
Sign-on - 5:00PM 75.00 60.00 52.50 37.50 BLAI R = V 
*3, 5, and 10 plan spots are fixed, but subject to pre-emption on one week’s notice 
for advertisers who buy at the fixed- position, flat rate. 
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Candy (Continued from page 39) 


Bars, uses a scattering of television 
stations to promote their products. 
Campbell Mithun, of Minneapolis, is 
the agency. 

A typical campaign is being carried 
on wéNn-Tv Chicago, where the com- 
pany co-sponsors the NBC Television 
Film show, Steve Donovan, Western 
Marshal, Wednesdays at 6 pm. Min- 
ute film commercials are used. 

Last year Fenn Brothers invested 
around $25,000 in television spots. 

e Heath Candy Co. is using a test 
campaign on wc1A Champaign, sched- 
uling 20- and 60-second film spots in 
all time periods for a total of 82 spots 
in 20 weeks. The schedule calls for 
a decreasing number of spots per 
week from six at the beginning to 
three at the end. All of the announce- 
ments are on film. Johnson, Baker & 
Dickinson is the agency. 

e Hoffman Candy Co., of Los An- 
geles, makers of Tiffany Chocolates 
and Hi-Grade brand confectionaries, 
is testing television with a heavy 
schedule of one-minute commercials 
on KHJ-TV Los Angeles. Campaign 
calls for 10 daytime and nine night- 
time sound-on-film one-minute com- 
mercials. Cunningham & Walsh is the 
agency. 


Spot in 75 Markets 


e Hollywood Brands, Inc., Holly- 
wood Candy Division, of Centralia, 
Ill., makers of such well-known candy 
bars as Hollywood, Big Time, Pay 
Day, Zero, Butter-Nut and Milk 
Shake, is carrying spot tv advertising 
in about 75 markets throughout the 
country. 

“We have found that it is a dis- 
tinct advantage for us to use the sort 
of campaign that we are now using,” 
says advertising and promotion mana- 
ger G. R. Edgar. “That is, considering 
each market as an individual market, 
buying our television spots in accord- 
ance with our needs in that particular 
area and controlling it in such a man- 
ner as to bring directly to the atten- 
tion of the buyer himself the particu- 
lar candy bar or bars that seem to 
have the greatest potential in that 
area. We have done this, and will 
continue to do so, in all major mar- 
kets throughout the United States.” 


Dale R. Arvidson, account execu- 
tive for Grubb & Petersen Advertising. 
of Champaign, agency for Hollywood 
for the past four years, credits tele- 
vision with being a “tremendous fac- 
tor in their tremendous growth.” 

Typical of the Hollywood cam- 
paigns is that on wciA Champaign, 
where Hollywood three 60- 
second live participations per week 
on the children’s show, Sheriff Sid. 
On wasc-tv New York the firm buys 
an average of five participations a 
week in 


buys 


a daytime segment. On 
KHJ-Tv Los Angeles three participa- 
tions a week are spotted in the day- 
time show, Cartoon Express. They are 
sound-on-film and live. In the south- 
west KPRC-TV carries a 
schedule of two daytime participations 
a week. 

Last year Hollywood Brands spent 
an estimated $167,000 on spot tele- 
vision, but this year the total will run 
much higher. 


Houston 


Luden’s on Network 


e Luden’s, Inc., of Reading, Pa., 
makers of cough drops, has been a 
longtime network advertiser, having 
sponsored Jackie Gleason and Howdy 
Doody and currently presenting 15 
of the Saturday morning 
Captain Kangaroo show on CBS-TV 

Two years ago it tried a spot cam- 
paign of ID’s but was not satisfied 
with results. G. U. Dunlop, assistant 
to the president, told TELEVISION AGE 
that the ID’s “were totally unsuccess- 
ful and last year we went back into 
network. . . .” 

e M&M Candies Division, Food 
Manufacturing Co., of Newark N. J., 
manufacturers of M&M chocolates, is 
carrying one of the largest schedules 
among candy companies. They are 
currently on more than 200 tv sta- 
tions, using one-minute film commer- 
cials. Ted Bates is the agency. 
their typical 
paigns are the following: 

On KHJ-TV Los Angeles six one- 
minute announcements on Channel 9 
Movie Theatre and six on Million 
Dollar Matinee each week. On wiIsn- 
TV Milwaukee minute commercials on 
Tuesday, Saturday and 
through December 1957. 

On wrsc-tv Greenville, S. C., min- 
ute participations in evening time on 


minutes 


Among spot cam- 


Sunday 


Tuesday and Friday and an afternoon 
spot on Sunday. 

On wssM-Ty Chicago participa- 
ting sponsor on the afternoon chil- 
dren’s program, Susan’s Show, Mon- 
days and Fridays, with commercials 
done live and on film by the program 
emcee. 

KBAK-TV Bakersfield, Cal., two night 
participations each week. 

WXYZ-TV 
participations. 

wyac-TV Johnstown, Pa., two one 
minute spots each week in Class C 
time. 


Detroit, day and night 


we1a Champaign, Ill, two minute 
film spots each week. 
wPix New York, 
announcements and participations. 
wspp-Tv Toledo, 60-second 
film at 5:30 p.m. Saturdays. 


60-second spot 


one 


wc6n-Tv Chicago, one-minute par- 
ticipation a week. 

Last year M&M’s spot schedule is 
estimated to total more than $1 


This 


mil- 


lion. more may be 


year even 
spent. 

e Mars, Inc., of Chicago, makers 
of Milky Way, Snickers, Musketeers, 
Forever Yours, Mars Cocoanut, Mars 
Bars and other candies, has long been 
a heavy user of television advertising. 
Currently it is alternate sponsor of 
Circus Boy on ABC-TV and continues 
to use some spot commercials in areas 
not covered by the network film 
show. 

Typical of the spot schedules still 
carried is the sponsorship of Buffala 
Bill Jr. (6:30-7 Wed.) on 
wxyz-tv Detroit. Commercials are 
similar to those on the network show 
and present three one-minute films, 
each featuring a different member of 
the Mars candy-bar family. 

Agency is Knox Reeves Advertising, 
of Minneapolis, with Wendell East- 
ling the timebuyer. Last year Mars 
spent over $500,000 in spot tv. 


p-m., 


75 New 
e George A. Mueller & Co., candy 


distributors 


Distributors 


and wholesale confec- 
tioners, of Springfield, Ill., has been 
unusually successful with a campaign 
to promote the lines handled by the 
company. 
Sponsoring Saturday Nite Play- 
house, (a full-length movie) on wics 
Springfield, the company uses one- 
minute commercials 


live showing 
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J. M. Callan, vice president of Kling Studios, Chicago, and merchandising con- 


sultant for Mars Inc., directs taking of point-of-sale display pictures designed to 
tie-in with the candy company’s two ABC-TV shows Circus Boy and Mickey Mouse 
Club. Shown (I. to r.) Robert Colburn, art director for Columbia Pictures; Mr. 
Callan; Mickey Braddock, juvenile star of Circus Boy; Callan’s son Michael; 
Norm Blackburn, vice president of Screen Gems and Noah Beery Jr. who plays 


Jo Jo the Clown. 


well-filled candy display racks. The 
campaign has been so successful that 
75 new distribution points have been 
added, and sales volumes are up 
throughout the territory. Local gro- 
cers were tied into the commercials. 

For four weeks of a _ 13-week 
schedule Brach candies were fea- 
tured, and for two weeks Duncan 
candies were given the commercial 
spotlight. 

Grant Mueller is principal execu- 
tive of the company and _ handles 
the advertising plans with station 
‘executives. 

e Peter Paul Candy Co., of 
Naugatuck, Conn., makers of Mounds, 
Almond Joy, Coconettes, Miniatures, 
Choclettos and Walnettos, is currently 
using spot on some 75 stations from 
coast to coast. They also sponsor a 
morning segment of the Arthur God- 
frey show on CBS-TV. 

Peter Paul uses film ID’s, 20’s and 
minutes, with differing campaigns on 
individual stations. On  wWISN-TV 
Milwaukee, as an example, the candy 
‘company uses filmed 20’s. The con- 
tract runs through April 1958. On 
‘WBBM-TV Chicago Peter Paul uses 
station breaks and ID’s on film. On 


wr1x New York it uses participations, 


60- and 20-second spots. 


Dancer-Fitzgerald-Sample is the 
Peter Paul agency. Last year the 
company invested some $1.6 million 
in national spot tv. 

e Pez-Haas, of New York and 
Vienna, makers of Pez peppermint, 
uses a television schedule in a limited 
number of principal markets. 

One example is wen-Tv Chicago, 
where Pez-Haas buys 10 one-minute 
live commercials each week. 

Curt J. Allina, executive vice presi- 
dent, wrote to the Chicago station, 
“. . . everyone is most pleased with 
the stable sales record we have es- 
tablished, particularly in the Chicago 
arenas 

Last year Pez-Haas spent more 
than $100,000 on spot television. 

e Quaker City Chocolate and Con- 
fectionary Co., of Philadelphia, 
makers of Good and Plenty Licorice 
and other candies, believes “there is 
no question as to the efficiency of 
good spots for marketing products in 
our field,” according to Lester Ross- 
kam, vice president. 

This fall Quaker City has cam- 
paigns in principal markets, using 
syndicated shows in some, announce- 
ments in others. Promoting Good and 
Plenty candies, the firm sponsors 


Hawkeye and the Last of the Mo- 








hicans on wasc-Tv New York and 
Brave Eagle on WMar-TV Baltimore. 
They have campaigns in Boston, 
Philadelphia, Chicago and _ Los 
Angeles. 

On wxyz-tv Detroit, Quaker City 
has a campaign of minutes and ID’s 
adjacent to or within children’s 
shows. 

The account is handled by Adrian 
Bauer & Alan Tripp, of Philadelphia, 
with Elmer Jaspan as timebuyer. Last 
year Quaker City spent more than 
$200,000 in spot tv. 

e Scranton Dry Goods Co., Candy 
Department, of Scranton, is a weekly 
participant on At Home with Janet, 
local home-making show on WARM- 
Tv Scranton. Announcer gives the 
commercial. Opening 
plugs are presented by Janet Miller, 
emcee of the program, who uses a 
illustrate the 


and closing 


display of candy to 
points made. 

e Wayne Candy Co., of Fort 
Wayne, makers of chocolates and 
candy bars, uses a regional schedule 
of participations on a group of mid- 
western stations. Kight Advertising, of 
Columbus, handles the account. 

Typical of Wayne advertising is 
the schedule on wera Champaign, 
which calls for two 60-second spots 
each week. One, aimed at the male 
audience, is ‘scheduled after football 
games, and the other, for women, 
falls during the local women’s pro- 
gram, Happy Home. 

Another Wayne Candies schedule, 
on WISN-TV Milwaukee, calls for live 


minutes Wednesday and Sunday. 
The spot contract runs_ through 


January 1958. 

e William Wrigley & Co., of Chi- 
cago, makers of chewing gum, is cur- 
rently running heavy schedules of 
spot announcements in a number of 
markets, coast to coast. Some 30 
stations are being used, often two in 
the same market. 

Last year total spot billings for 
Wrigley came to around $1 million. 
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In the picture 


Herbert L. Golden, formerly vice president of Bankers Trust Co.. New York, has 
been made president of United Artists Television. With the bank since 1952. Mr. Golden 
was in charge of the amusement-industries group and figured importantly in financial tran- 
sactions involving motion-picture and television properties. Before going with Bankers 
Trust, he was motion-picture editor of Variety. He was 14 years with the show-business 
publication. During World War II he served as a lieutenant in the United States Navy for 
three years. For a year he was a member of the film staff of the Federal government. From 
1933 through 1938 he was a newspaper reporter for the Philadelphia Record. He has a 
degree in journalism from Temple University. Besides handling deals in film packages 
for tv, Mr. Golden was a key figure in backing Hecht-Lancaster film productions. 





Earl Rettig (left) has been elected president of California Na- 
tional Productions, NBC-TV’s film-producing subsidiary. H. Wel- 
ler Keever has been named vice president and general manager. 
As an executive with more than 20 years’ film experience, Mr. Ret- 
tig joined NBC in 1950. He leaves his post as NBC vice president 
and treasurer to head CNP. A native of Chicago, Mr. Rettig 
moved to the west coast in 1928, working for many years for 
several of the motion-picture industry’s top producers. Mr. Keever, 
also a native of Chicago, is a graduate of Yale University and a 


Navy veteran of World War II. He joined NBC-TV Films in 1951. 





Joining Corinthian Broadcasting Corp. with the new year is Don L. Kearney, who 
has been vice president in charge of sales of ABC Film Syndication and a director of the 
company since its founding. He will take over as director of sales for Corinthian and _ its 
stations, KOTV Tulsa, KCUL Galveston, WANE-AM-TV Fort Wayne and wisH-aM-tv Indian- 
apolis. Before he was with ABC Film Syndication, Mr. Kearney served successively at ABC 
as assistant sales manager of the television network, national sales manager of the owned- 
and-operated television stations and manager of television spot sales. Before joining ABC 
in 1951, he had been with the Katz Agency in both radio and television. He was the first 
Katz tv salesman and became assistant sales manager for television. He has been in broad- 
casting since 1936, having started his career with wNyc New York. 





George Haight (left) has been named vice president in charge 
of the television and radio department of McCann-Erickson. He 
replaces C. Terence Clyne, who has been named a senior vice 
president of McCann-Erickson, Inc. Mr. Clyne will oversee the 
international tv activities of the company. Mr. Haight recently 
moved to New York from Hollywood, where he had been the 
agency’s executive for Climax and Shower of Stars, the Chrysler 
Corp. tv productions originating live from Hollywood. Before that 
he was producer of Four Star Playhouse and was associated in the 
production of Robert Montgomery Presents in New York. 





William R. Gillen, vice president and account group supervisor at Chicago, has been 
appointed manager of the Chicago office, Batten, Barton, Durstine & Osborn. He succeeds 
J. H. Haupt, an agency vice president and director, who has been in charge of the Chicago 
office since 1947. He is resigning because of his health and will live in Phoenix, Ariz. Mr. 
Gillen joined BBDO in 1947. He had been advertising and public-relations director of the 
Chicago & Southern Airlines, Memphis. At BBDO, Mr. Gillen has been responsible for the 
Libby, McNeil & Libby, New Castle products, Sheaffer Pen and Westclox accounts. Since 
joining the agency, he has worked on such accounts as Bond Bread, Hormel, Zenith and 
Rexall. He is a member of the Chicago office plan board and a governor of the Chicago Coun- 
cil, American Association of Advertising Agencies. 
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The SELLibrated 
station of the 


GOLDEN VALLEY 
(Central Ohio) 


WHIN-T 


HUNTINGTON *¢ CHARLESTON 


* NEW TOWER 


1,000 feet above average terrain 


FULL POWER 


316,000 watts 


* 
* GREATER COVERAGE 
* 


554,697 TV homes 


SALES POTENTIAL 
$2,727,662,000 in all the major U.S. 
Census sales categories 


Get the 
dollars and cents story 
right now 


WHTN-TV 


CHANNEL 13 
A COWLES STATION - ABC BASIC 
Huntington-Charleston, W. Va 











BASIC! 


... with Vera Brennan 
Broadcast Co-Ordinator, 
Sullivan, Stauffer, 
Colwell & Bayles, Inc. 





“Television Age is the 
one publication I read 
thoroughly and refer 


to constantly.” 
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Because we want to start the New 
Year right, we’re going to clear our 
desk of items collected, sent in and 
dreamed up during the past year: 

Large-screen, 
television of mouth surgery and tooth 
repair was shown this month to 1,500 
dentists at the New York 
Dental Meeting. It was reportedly the 


closed-circuit color 


Greater 


first large-picture color presentation, 
although other demonstrations have 
on_ black-and-white large 


been seen 








screens or small color screens. 


Now, it’s really important to wonder 

where the yellow went! 
* * * 

Then there was this overheard on 
a Madison Avenue elevator: “Of 
course, chlorophyl was his baby, but 
that was long ago.” 

x we * 

In Concord, N. H., a man and his 
wife were held prisoner in their home 
for four hours the other night while 
three 


escaped _ mental 


watched television and 


patients 
ordered the 
wife to make sandwiches. The man of 
the house, Walter Betts, said they 
forced their way into his home about 
9 p.m. and menaced the couple with 
a stolen rifle for nearly four hours 
while they watched tv shows, and once 
they asked him to change the channel 
so they could watch Gunsmoke. 

Not to mention the preceding pro- 
gram, Have Gun, Will Travel. 

* a * 

Prolonged sitting in an awkward 
position while watching television may 
produce serious circulatory disorders 
of the legs, wrote Dr. Meyer Naide 


in the Journal of the American Medi- 
cal Association. The doc recommends 
that tv viewers get up and move about 
ai least once an hour, in addition to 
moving their legs frequently. And be- 
fore protracted tv watching, he sug- 
gests that you remove girdles and 
other tight garments. 

Does that 


belts? 


include tight money 


ss ee * 


Incidental intelligence around the 
world: A fellow rushed into our office 
upon his return from a European tour 
to report that in Italy all the commer- 
cials on tv are delivered in one lump. 
. . . Soviet vaudeville producers were 
advised today to get more propa- 
ganda and fewer jokes into their acts. 
The newspaper Soviet Culture charged 
that some Moscow music-hall opera- 

box- 


office than in propaganda. “Where are 


tors were more interested in 
the serious subjects we used to hear, 
the sharp political satire, the grand 
themes reflecting the rich, multi- 
faceted life of Soviet society?” the 
paper asked. “All we get now are 
stereotyped comedies about boy meets 
girl and jokes about family life.” The 
Reds sure sound ready for American 
tv....A year ago, Iraq pioneered the 
first Mid-East tv station with European 
equipment using 625-line receivers. 
Now, RCA, with its Iranian distribu- 
tors, is setting up a station in Tehran 
that will 


use American 525-line re- 


ceivers. Sets good for one station 
aren't good for the other. The big 


riddle in the Mid-East is: 


cover the Persian market? 
e * * 


who will 


In the dead of the winter season 
it comes as a comfort to contemplate 
that at wima-tv Lima, J. L. Spring 
is the commercial manager, Miss Easter 
Straker is program director, and the 
chief engineer is Maurice J. Lamb. 

aS * = 

And did you know that, according 
to B. F. Mitchtom, chairman of the 
board of Ideal Toy Corp., the influ- 
ence made stuffed 
dogs one of the most popular cate- 
gories of 1957 toys. 

With a stuffed pole to match! 


of television has 
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WCDA-B-C, the CBS Basic Affiliate serving  ‘~Gsp> 
Albany, Schenectady and Troy in New York eoute 
State’s rich Northeast will switch from UHF a 
A Channels 29 and 41 to oy? 


AG OT ICE YEP CHANNEL 103 so 
N T IC E originating from the newest and tallest a6 
OF tower east of the Mississippi (1,353 feet.) oe 
‘x va a Simultaneously, 438,000 TV homes pase 


Tl Vi E LV will know us as eye 
ime & Ss — 
ie ai - ot Mie, x & 
INTEREST wien * 


ALBANY, NEW YORK 


DCCC Cla 
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(to advertisers, agencies (Satellite Channel 19 will be retained to <**)° 

serve Western Massachusetts.) on < 

and the ACs 

television industry ) Naturally, in addition to the great CBS line- tary 

up, we shall continue to offer the finest eee 

Cx available local originations as: a 

fox © Popeye e M-G-M Early Show Se 

ow eM-G-M Late e UP News and PCr) s 

Se Theatre FAX Service ws? 

NS feng 

c= For availabilities, please call: oon 

HARRINGTON, RIGHTER and PARSONS, Inc. pS 

Or National Representatives ne 

= New York, Boston, Chicago, San Francisco, and Atlanta ¥ a< 
a onl 
ae 
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CHANNEL 10 CBS TELEVISION NETWORK * BASIC AFFILIATE 
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PS IN PHILADELPHIA 


With spiring new tower and spanking new trans- 
D> mitter— maximum height, maximum power— 





WRCV-TV gives you maximum coverage of the 
more than 2 million TV homes in the nation's 
fourth market. 





y With NBC's great entertainment lineup, plus 


leading local shows and stars, as neighbors, 
2 WRCV-TV’s prime time availabilities put you next 
a» to the hottest programs in town. 


With WRCV-TV’s maximum coverage, superior 
programming, and choice adjacencies, com- 
bined, you sell more of the people, more of the 


7 time, in Philadelphia. 


WRCV:TV:-3 


SOLD BY NBC JSPOT SALES 


NBC LEADERSHIP STATION IN PHILADELPHIA 
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